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Dedication 


To family and friends: 


Through you, the phrase "quality of life” has true meaning. 


Abstract 
Consumers’ Perceptions and Expectations of Quality, 


and its Importance for Ready-To-Wear Apparel 


by 


Barbara A. Clark, Master of Science 


University of Alberta, 1983 


Professor: Dr. Betty Crown 
Faculty of Home Economics 


Division: Clothing and Textiles 


The purpose of this study was to explore consumers’ perceptions and 
expectations of the quality of ready-to-wear apparel, and to investigate various factors 
which might affect consumers’ perceptions and expectations of ready-to-wear apparel 
quality during the purchase decision-process. In addition, the study was to examine 
consumer definitions of ready-to-wear apparel quality, and the importance of this quality 
to individual consumers. The EKB model of consumer behavior provided the conceptual 
framework for the study. 

A total of 2,382 self-—administered questionnaires were distributed at the 
point-of-sale to purchasers of misses’ sportswear or children’s wear from five of 
Eaton's Toronto branch stores. The response rate was 18.7%. The exploratory questions 
were answered by calculating means, modes, or eta values where appropriate, for each 
variable. 

Respondents defined appare! quality in terms of construction properties, 
performance properties, and sizing. Durability, quality, price, and ease—of—care appeared 
to be important decision factors. Consumers did not perceive merchandise quality as 
substandard; but neither did they indicate the ability to find good quality merchandise from 
most stores. Consumers did perceive differences in quality among retail stores and 


appeared to base their perceptions on price/value relationships. Respondents expected to 
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wear apparel purchases 1 or 2 days per week, 6 months per year, for approximately 2 to 
3 years. There appeared to be some degree of consumer uncertainty concerning the role 
of retailers in the area of quality control and apparel standards. 

Quality appeared to be more important to the single respondent. Ease-of-care 
was less important to employed respondents, and with increased education, perceptions 
of quality seemed to decrease. Quality merchandise was perceived more often by 
suburban store respondents. Gift purchases were more often thought of as durable and 
having high quality. Merchandise purchased on sale was often perceived as having greater 


quality than that purchased at regular price. 


Vi 


Acknowledgements 


The author would like to express sincere gratitude to Dr. Betty Crown, thesis 
supervisor, for her guidance and understanding throughout the study. Appreciation is also 
expressed to the other members of the thesis committee: Dr. Anne Kernaleguen, 
Department of Clothing and Textiles; and, Dr. Clifton Young, Faculty of Business 

Deepest appreciation is extended to the T. Eaton Co. of Canada (Toronto) for their 
support and interest in graduate research. Special thanks to Mrs. Barbara Duckworth, 
Eaton's Public Relations Supervisor; Mrs. Suzanne Laperle, Eaton's Communications 
Manager; Mrs. Libbie Jennings, Eaton's Internal Communication Supervisor; Mr. Richard 
Cherniuk, Assistant to Eaton's Internal Communications Supervisor; and the staff of Eaton's 
Children’s wear and Misses’ Sportswear departments at the Toronto Eaton Centre, 
Sherway Gardens, Yorkdale, Scarborough Town Centre, and Bramalea stores. 

The author also wishes to express appreciation to the staff of Eaton’s Product 


Research Bureau, a group of very special individuals whose work is committed to quality. 


Vil 


7” >parin< i 


S > 
ou iw 4/; >So SSUAS ee ke ata 
oiu-4 , d4ewr= 
; ; wap it AAT « “4 ~9;" 
: : ~s i v6 
n eiqel! ‘ 
ga . < - 
. (as Ley s- i 
ad at 
= 7 oS. & 


~) (one 
9 


Sa e6 


Table of Contents 


Chapter Page 
PAULIN IS KS UE Oe ere eccrine ee eT Eee eee Ee ee PT er eee ee ee 1 
PUPS tatemiem tee (Atipe a eo bet ty emir ert an eared eh eps eee mete rece 5 

MECC Ei Gath eee na ee he eae Ree ce crea leis dha Ativan Raa ait enc ae 3 

(OD NSC IG Same tee arr ere scot aware aecnn tans seme 5 
DCSE NC 1S prereset emer re Fe reeset cee Ne Ue, Fs Soe itths Aon nthiondd bvecdcel ass ou aetna 6 

eg ABH AITATTOUNPONE RST Ogle acc ee eee ae ee ee en eer ee ran erent nee ee 7 

Fe CO ONS IRE ORS LICH bere creeks ct tenses cnc actee Pernt ric lense eeorel sans rad as Res eee 8 

GP UTICA OMS Tati eS CU Beater eet pete certs i Ole Panna ant, deat aa Maden de tee eau es esate g 

Fim Ongan 2 atl Oim@ ue OuriOS(Si teenie ay, path tee i Oe ee Oe ae 10 

USL teA ed [eek AVC cl a as V2 GS || mt ARE pew cer ea cipro TERR eRe nT 11 
Jae aioe ey netaleueien (OTS) [pV aS Nea se trent seer er err eee omens ee eee fe eee Cees q 

Da G taller Grau ViGie anise! CULE Y ces ac trees ca. he 0 eae ce ks ce ee eae ape caer cee enter ee yes 

PES OI SUN I Tal SIN ieee etree eccentric OSS cage eenr fos 0 eet cee eons eter teee Pet ee Zi) 

Da Consumenand Department otOne PLOTNOS: .te-nnccecuansaueteorare serene nate ee 22 

E, Importance oOuality asian Evaluative Criterion) si... sccccerccncencsemsceartosecnrrereceeces 25 

Exe COMSUIIC hee CU COP LOM Se Oy, COLUM cara sar cre caere-ccees cab once decstoeaes etlce eee ee aes cere 25 

Gre CONSUMEMEXDeGtallOMS:O fs QUGIEY in ata ce Aetna sceonhantrccaiemen metres aerenaiael 27 
HREM AOD SrA Ne ROC ED UIE Sec ene ecto eee cr cre tin here mater Cena ener 34 
PE CONCEP tial irene ON pees coer teeta creseePeceas tne. lca es salen epeteheortoetel tare a ENTERS 34 

Bee GrSCTION Ole COMSUIMEIE ESI ONG CICS sccertesccsosevsecsntiyiaicevnmset causes eee te aero cis auaseniar 36 
GeADESCRIDTOMOF AME IRStUIGING arate cece ceessssteccncrarten cate aeertbartt cetaceans antencomante eee saris 38 

Pe ARI aly SIS iCute UNG) altel eek gate lector eel ects cecreecec a’ atest verkeaicceteh gc ere eevee ere cae ea 40 
TPSRE-UINIE ING Se aereeeerte carver ree esse ee aver cte erate cen ce osu ge anne cece 42 
Bev Analysis-Of the: SUrVEYROSOONSC: aac scacternecrrecet teen ohn gee renee renee ine nna 42 

B: Demographic:Analysis:of the Survey RESPOMGEIMES cs cere yecccscnrctcensctceesreeucarnesirswarseeon ae 

Ca AMalViStS 0 fr GarimientSne UCAS sere csttee tase coc center asec cee start een cee reece ae 
DieAnalvelsrotuend WSe.Of Ganmentschacannoanciearconsnamunits.. ca cacmnictnsaaiya ee gcestaat: 46 

EP GatinentsRricOsm.cice setae nna te recienin.fa rhe cette eer reer eanr A, 49 
ESGarimientavV Care E SUinTia Le Sucre: omc rctecer reer trees meet meee ce ee neni ete ecceeae oleae eee 49 


7, 


SBetrreere tata wh 


—s eee 


oi Cre ee 
vy ~~ st hehdeeomaniel sina haowrean 8 
Lh sas UTE & iT ee paeamietee 2: s 
yiranse Og ee eran. 
= «sme oe —_-. BAoCw C44 CORA 

as oe Pepceme Chee? A 

: CA wars ~ oats B 

bad: mutiny! tole eae 6 | eee eared) 3” 
1m)e2 Teagan 6 - 
_ tact Wi : 
AP yond aD yd A 
a ere 
—v hers" dns 1) ager 3 
oe ee 
7 —— I a me | 
—- =. == | mnt ewig 9 


_ 


oo 


G. Quality Ratings for Garments oon CCU ASA nad ee AGS Latent 59 
FY Analysis. Of Likert oCale Questionnaire ILEMmiS: .o.sccacscase tates eure entendes as} 
[eee Maly Sis OMeEXOlOnatOhy GUC SUONS timc 2 ni) rte Nears ee met ee ee es eta, 70 
VAINT ERE REI MON ZINE. Cis CUSSIONIOR FINDINGS =. accmce tenance ceteetsenmnace ES. 
AP SUVe VI ReSDOMoe ANGINESDONGEMNS che. ote sameene ee ene ee ee 119 
Ber SS LUN ETCHING ee cm rel NE ee mame ee teal cc ictea cess ia aeivastas sae oyee cee ee Rae 119 
Ce importance ot Quainy =... be Mh Me Ee OPM NOT SRE nts Pe A ORT Sh ek 21 
RAE G CO TOM Sto Wali yma nea ce ire scant arc area nee task casas prcrsetesemm nee ev arenes 1Z3 
BT pA SYS (eh aI (8) LS) el © LUE pee cry tee eo ewes eae oe RAISE ee ae ieee Rn eens he tans ere ee 124 
F. Comparison of Ladies’ Sportswear and Children’s Wear CONSUMETS ......e- 126 

G Factors Affecting Expectations and Perceptions of Garment Quality, and 
the Relative Importancesof Quality to COnSUMers <.acoe oescetrcatee eer tere ccae 126 
ViESUNMIMAR a AW RECOMMENDATIONS © os.ccscsesacc:aiwiduanus oon cinnamon trance 129 
SN) SLO 1 Gy Sea sd wp eccrine re cee eo RSE eres an OTN BP eee Ser hee 
POMENO DO CING DG. een eta arts ERSTE TC Te ap OEOORTSIE e aOR Ete VASILE (eso Raa anie PET FES RC eT 141 
ERY 200) 121 pel bg etc hen tar ere ree ere eee OTe re Fe Cr Se ee nO ery Oe a eee ere 144 
(Ss DAV Ye [eyig lol bt Las bien ote cee treree SHES Pena enna net cna A re a RR er Ssh Sarre MRO ney een ee 149 
BTV aye el aye [) Gre. stare cate ane teeter cee ee coeray eee ere Tenn ree ee ON PRET eee Sem Ren 154 
se pT AN ©] 9) 5) 910 [Ds Canteen ee rca en ae ae ee renner st Eee cen ere: 164 
FAS INC Ieee ae ceae e aa e Pmrereeny A A N e Ae ace eal, ee en ere eee eR cee ees 176 
SE Val ol ala tel Wseateere reer ae eet TRIE RED rece tea ON creer Ma oee OP A nee aera nn Pere 182 
FUNCT INI le ea Nt ree RR Te eet, aati aicnt Ue anne crease Reet ean eee ere 188 
SENSO) cee eta sacar a eg eae Sika eg 8 kU 194 
TENG] SELIG LN cosesraeo sc oxpies Mu senec inves ee Gree is ora toon a eeren eg mate spade Sees ecco oa acl eee Bcc et ec ~200 
DAN IESE CN Neca e eae tee ae elec caret ce coaasceertot res eecceces et ae .206 


SE te BaD 


SiG apa 
= ore aa 7 


, AA Ae ere elves (eee 


a 


inact 
reat @ =< 
sweet 3 
ay 2 
‘eee 6 
angy § 
oneee\ .4 
i? 


List of Tables 


lable We sAnalV Sisto Tithe SURVEY RESPONSE rece ii asus. ceases cvecstalicageeseorsntoieetl nanararenceinomaatisinanasias 43 
Table 2 — Demographic Analysis of the Survey RESPONGENES oo.ceecccccccssssssssssssssssessssscccscssssnsnssnsssesesseiecee 45 
Table: Se--P encentagesvet Garment Types Purchased isn Atcatisteeccelcnetsvasdumcrusngientetanee 47 
Hela teie t+ sles nfo Wb veh (oh MSP lel an lel Genaca cee eee ee ae eee ne eT I Pee TRE RAPES oe er 48 
aole- SecOniGinal Ganinmoent mmc esi On ol@ talusrOUP \ hte a ercre As er nee tee eg ee eeaio erence 50 
ape 61 Sale GanmentRnicest ond OtaliGnoupe a6.5 etc tors Eten eee oye 
Table 7 —- Wear Estimates for Garments —— Days per One WK... cccesssssessscccccsssntnnuunnnessseeceeee 56 
Table 8 — Wear Estimates for Garments —— Months per One Year... eeeccccssssssssseesssscessnesseeseessssnnnees ey 
dablie:Si— Weamestimates: ton Garments >. V Gal Sate. t eee aerate ee ee 60 
Tablea Op CUAlity Rahs th Ore GarimGI CS eect cee crreceercecceeecereodiin ret erren a cen ean seen emer see ae 63 
Tablerisiw= Frequencies for otal Group == Scale Questions coe escmmnuesenerao setae: 64 


Table 12 - Additional Reasons Specified for Garment Purchase: Questionnaire Item 7 (i)..7 1 


Table 13 — Additional Quality Definitions Specified by Respondents: Questionnaire 


[SER Is 2 hi Sh see ee pte Peete, Sateen. TE ah ates SO. ae cprecenee steko Re Ruane tue RE were acces mem aes td Tie. 


Fable sibs nitions. ts OUali ty cute tent nae temo oe een a cee aie pia eee 74 


arin : = 
ees = he" 


pac) =m tet! 1p@eD emetiged 


‘Tale x Sy Aimpontancend te OUalieyeee eee me ene cu eee OO ae ee Nacuuien V7 


Pablenio Garment Oualityranosiby Deparunient o1..1.25.. cere eee are enon eee coe 79 
UE ee seal nicjgel<jey iol akemon el O1UE |) avs tones tae pacreee. shales sm Ment nee Rete Mee SAREE copy ct ere eee ees J 80 
Table 18 - Garment Wear Estimates per Department —— Modes oiicecccccccscsscsssssssssssssssessesscessscessessessesee 81 
lable dS “Ex pectationste TOualit vere ete s nie ok ter 2 eS OA ee A re ee eee een 82 
Table 20 —- Importance of Quality to Purchasers of Misses’ Sportswear: Eta Valuesg.............. 85 


Table 21 — Importance of Quality to Purchasers of Misses’ Sportswear: Garment Prices.87 


Table 22 — Importance of Quality to Purchasers of Misses’ Sportswear: Garment Type....88 


Table 23 — Ratings of Garment Quality Among Purchasers of Misses’ Sportsweat..............+ 89 


Table 24 — Perceptions of Quality Among Purchasers of Misses’ Sportswear: Eta Values...... 


90 


Table 25 —- Perceptions of Quality Among Purchasers of Misses’ Sportswear: 


Garmentericecmeee, -cmee Stee mrs Ceres ehh ee Cer en oe, hele 92 


Table 26 — Perceptions of Quality Among Purchasers of Misses’ Sportswear: 


LSE Calp af =1 ane Nay © |= Pee mererere oe tee tern moe iner ene ene inners mtieiere Mee nna Merrcau seen he trom Arran r ais e wnNeErT a3 


Table 27 — Garment Wear Expectations Among Purchasers of Misses’ Sportswear............ 95 


Table 28 — Expectations of Quality Among Purchasers of Misses’ Sportswear: Eta Values... 


he, 


x] 


: pine ® Aca! onus sgn > C00 
wi Onde rt eqeveriienld qeapedhin beanie * heehee os 


vs on tel ile Pett Pee eens (etal ree mek 1c ee 


ody) ve os o wmakt gaat! °) 0 @u)ese- PIs vo @ << eae : 
ar 


a aj sone? n Graire - ‘ar iat ae 
a ne! he og — mer eened 5 | 


ee =8nn 0 Odes § (none ee ee - 
an” 
ae. ae 


en pont) >= CEBU FSH. eatin ny eer 


60 8 era) Su 4c Let p? oa Ss 6 2 a= 


Table 29 — Expectations of Quality Among Purchasers of Misses’ Sportswear: 


EF Tg ai (ota ye wal a ceoi seca MN EPR MED ee UB ATs sR Lr PE ey erveYoe Ee EYE TURE 98 


Table 30 — Expectations of Quality Among Purchasers of Misses’ Sportswear: 


OE ant eal AIAG OF = ice Bek d eat oh etnaeen te pms CE aT ate Ee a ee nOnOPORET Ee SSEON' TO RaRIPY HEY A TOP 100 


Table 31 —- Importance of Quality to Purchasers of Children’s Wear: Eta Values... 102 


Table 36 - Perceptions of Quality Among Purchasers of Children's Wear: Garment Prices... 


110 


Table 37 - Perceptions of Quality Among Purchasers of Children’s Wear: Garment Type....... 


ae 
Table 38 - Garment Wear Expectations Among Purchasers of Children’s Wear... dade 
Table 39 - Expectations of Quality Among Purchasers of Children’s Wea 00.0... Les 


Table 40 — Expectations of Quality Among Purchasers of Children’s Wear: Garment Prices. 


1S 


Table 41 — Expectations of Quality Among Purchasers of Children’s Wear: Garment Type... 


iiley 


all 


a 

a ae abit) i cage ees Gans =e! ents Komen - oD 
i a 40 6 gee @ cr yon.. b. ocermmt tot" 
| - 


Heelies -ov et a 49 die SEERA gnc We.O *v oemeeme © 
ey 


[Aart ren Haye GP aT Pa MRE RA) ey oneantomge 0 


aa 


l. INTRODUCTION 


The retailer, by definition, has the task of selling merchandise in various small 
quantities to ultimate consumers. Differing opinions, lifestyles, and modes of thinking 
amongst patrons are apt to create diffidulties for the retailer. When one considers the 
diversity of tastes within the consuming public, and the quantity of merchandise stocked 
and sold by retailers, few doubt that the potential exists for conflict or error, and this may 
ultimately lead to consumer dissatisfaction (Ferguson, 1980; Snowdon, 1981). In order to 
minimize conflict, retailers realize they must provide consumers with the best quality 
merchandise possible (Feltser, 1973; Harris, 1982; Murphy, 1977). 

Murphy (1977) represented one retailer's view of quality with the following 
sentiment: 

Quality is an attitude of mind which is reflected in producing good value to the 
customer. Value is making the best possible product at the lowest possible 
price. We should not confuse Quality with Price nor Value with Quality. For 
example a highly individual motor car like a Rolis Royce or a Cadillac or a 
specific piece of jewellery(sic) may well represent good Quality——they do not 
necessarily represent good Value (p. 39). 
Retailers will acknowledge that their reputations depend upon the quality of their 
merchandise, quality reflected in particular by merchandise which bears the store name or 
logo (Ferguson, 1980); therefore, retail stores which sell house label apparel, such as 
Marks & Spencer, Eaton's, Sears, and J.C. Penneys, are quick to justify the need for 
product quality and quality control (Artim, 1965; Harris, 1982; Hertz, 1975; Murphy, 
1977; Sacks, 1975; Snowdon, 1981; Whittington, 1978). 

In order to monitor product quality and in turn service dissatisfied consumers, 
many major retail chains have established textile testing laboratories (Artim, 1965; Feltser, 
1973; Ferguson, 1980; Harris, 1982). The T. Eaton Co. of Canada is one retailer which 
sells house label merchandise and also has a product research bureau as a branch of its 


service division. One might surmise that Eaton's attempts to minimize potential consumer 
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dissatisfaction by (a) providing research approved house-brand merchandise; and (b) 
supporting all products with a moneyback guarantee. More than likely, these standard 
operating policies act favorably for Eaton's in a public relations capacity, functioning as 
positive image reinforcers. Without a doubt, there are numerous satisfied and loyal 
Eaton's shoppers, otherwise Eaton's would not be one of Canada’s leading retailers 
(Anderson, 1978). It is possible, however, that not all Eaton's customers, including the 
loyal ones, are satisfied with all merchandise purchased from Eaton's. Personal experience 
as a textile technician with Eaton's Product Research Bureau has provided this researcher 
with valuable information concerning ready-to-wear apparel specifications, the buying 
function, and insight into customer dissatisfaction through returned merchandise. 

Textile testing laboratories are prepared for, and well acquainted with, the major 
customer complaint areas concerning fabric colorfastness, dimensional stability, and 
construction flaws, confirmed through research projects studying customer complaints 
and returned merchandise; and based on personal observation. (AAMA, 1973; Batchelder, 
1965; Labarthe, 1954: Peach, 1969; Sproles and Geistfeld, 1978; Steiniger and Dardis, 
1971; and Wall, Dickey, and Talarzyk, 1978, 1979). In the past, customer complaints have 
focused on colorfastness, dimensional stability, and construction flaws; therefore, 
house-brand apparel specifications logically pay strict attention to dyefastness, 
dimensional stability, and construction qualities. From the researcher's point of view as a 
textile technician, customer complaints dealt not only with the previously mentioned 
apparel problems; but there also appeared to be numbers of complaints concerning the 
general quality” of merchandise. Although actual numbers were not tabulated, there were 
many instances where consumers had purchased items which they felt did not last as long 
as they had expected-—resulting in a complaint; and instances where, for the price and/or 
brand, consumers perceived overall low quality. Quality complaints were registered over a 
variety of apparel-—men's, women’s, and children’s; across all price ranges; and the 
subject broached through a variety of specific apparel problems. 

lf apparel is consistently monitored for flaws and defects through specification 
buying and quality control processes in manufacture, why then do customer complaints 
about quality persist? Does the adage "You can't please all of the people all of the time” 


apply or is there a deeper problem? Is it possible there is a major perceptual gap between 
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quality standards of the consuming public and quality standards/specifications of retailers 
and manufacturers? Perhaps quality expectations of consumers are unreasonably 
exaggerated; in which case, what type of information do consumers collect when they 
shop for quality? This thesis project was established to gain insight into some of these 


questions through direct contact with selected consumers on the topic of apparel quality. 


A. Statement of the Problem 

The purpose of this study was to explore consumer perceptions and expectations 
of the quality of selected ready-to-wear apparel; and to investigate various factors which 
might affect consumers’ perceptions and expectations of ready-to-wear apparel quality 
during the purchase decision-process. In addition, the study was to examine consumer 
definitions of ready-to-wear apparel quality, and the importance of this quality to 


individual consumers. 


B. Justification 

Harvey (1980), Juran (1978), Langevin (1979), Reich (1980), and Wood (1981), 
agree that an area in need of further research, and of major concern to the business 
industry, is quality and quality control. Due to such factors as consumerism, government 
legislation, foreign competition, and the economy, manufacturers have discovered that the 
production of high quality products is essential to their very survival. Industry is 
concerned about the momentum of the consumer movement and the power held by 
consumers. Consumer product acceptance or consumer product rejection at the retail 
level ultimately governs business success or failure. To ensure business longevity, it is 
mandatory that consumers and their quality ‘needs’ be continually investigated and 
up-dated. 

According to Roach (1980), consumers base their purchase criteria on 
comparative value. Roach defined comparative value as the price and the quality of a 
product. Roach suggested that consumers integrate price information with individual 
quality criteria when they shop, and do not base purchase decisions simply on price alone. 
Livesey and Lennon (1978) on the other hand, have found consumer's perceptions of 


quality are subjective and yet often act as the final determinants for a purchase. Through 
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their observations and studies, Roach, and Livesey and Lennon, concur consumers and 
their perceptions of quality require further research. 

Miller (1978) and Peach (1980) revealed there has been a marked increase in 
consumer complaint behavior within the past five years; and Binstock (1981) and Livesey 
and Lennon (1978) found that consumer complaints are focused on quality of products. 
Consumers, evidently, perceive merchandise to be of an inferior quality at present, and 
expect the quality to decline in the future. Martin (1971-1972) and Claxton and Ritchie 
(1979) examined consumer's perceptions of textiles and apparel and found results similar 
to those of Miller, Peach, Binstock, and Livesey and Lennon. The number one cause for 
consumer complaints dealing with textile and apparel merchandise had to do with quality. 

Seidel (1978), Fortess (1981), and Halliburton (1972) also expressed quality 
concerns but from the point of view of the textile industry. They agree there has been a 
decline in the quality of products in the past; but suggest the decline could be remedied by 
improvement of communication channels between the consumer and the retailer; the 
consumer and the manufacturer; and the retailer and the manufacturer. Retailers maintain 
that it is impossible for them to secure quality merchandise from their suppliers, while 
consumers maintain the retailers are responsible for the quality of their wares. While 
marketing integrity and the allocation of responsibilities are serious issues, Danes (1973), 
Ferguson (1980), and Snowdon (1981) agree that more information on consumer's 
perceptions and expectations of product quality wouid be invaluable to the retailer. There 
appears to be a consensus of opinion between apparel manufacturers and retailers 
concerning the need for information and research on consumers, especially concerning 
their search for quality merchandise. 

Steiniger and Dardis (197 1) discovered that within the realm of consumer textile 
complaints, particularly those which dealt with quality, the majority were focused on ladies’ 
outerwear, specifically sportswear. Although completed ten years ago, the study Is still 
relevant to the market today. Ladies’ sportswear has a very large volume of the present 
market which justifies a further study of ladies’ ready-to-wear apparel, while narrowing 
the focus to sportswear. 

Children's wear was also included in the study for several reasons. In the past, 


children have been notorious for their roughness on clothing, therefore it might follow 
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that, in terms of durability, adults look for better quality clothing for their children. Bowen 
(1982), however, reported a growth in fashionable clothing for children. Fashionable 
merchandise may denote a range of perceptual and expectant quality values, anywhere 
from expensive and well made, to cheap and shoddy. Although adults may be hesitant to 
expensively outfit the active child, perhaps when purchasing children’s clothing, adults 
have tempered their quality expectations with the concept of apparel seasonality. Aware 
that children speedily out-grow clothing, did Bowen imply that adults have replaced 
long-term, durability expectations for children’s wear with a more seasonal approach and 
therefore purchase more fashionable apparel? If the child physically out-grows apparel, 
or even "goes through” apparel by roughness, perhaps the loss will be justified by "fashion 
obsolescence” rather than judged by individual expectations or perceptions of quality. It 
will be of value, therefore, not only to explore the perceptions, expectations, and the 
importance of quality to purchasers of children’s wear but also to compare and contrast 
the same values with purchasers of ladies’ sportswear. 

Consumers have been disappointed with product quality in the past; but in order 
for industry to provide optimium quality merchandise, the consumer has to be consulted 
for direction. Most of the literature agrees that, to ensure the production of satisfactory 
goods, research in the area of consumer's perceptions and expectations of quality is 
greatly needed by retailers and manufacturers. Industry needs to know what consumers 
want in quality merchandise, what consumers look for in quality merchandise, and what 


they expect from quality merchandise. 


C. Objectives 
The objectives of this study were as follows: 

if: To determine how consumers define quality; 

a To examine the importance of garment quality to the consumer of selected 
ready-to-wear apparel; 

eh To examine perceptions of quality for consumers of selected ready-to-wear 
apparel; 

4. To examine expectations of quality for consumers of selected ready-to-wear 


apparel; 
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To compare purchasers of ladies’ sportswear and purchasers of children’s wear in 
each of the following areas: 

a. the importance of quality 

b. the perceptions of quality 

Ci the expectations of quality; and 

To examine factors which may affect consumer's expectations and perceptions of 


garment quality during the purchase process. 


D. Questions 


Due to the nature of the sample, and tne data collected, hypothesis testing per se 


could not be justified; however, exploratory questions have been developed for analysis 


purposes. The questions were as follows: 


i 


Do consumers of children’s wear and consumers of sportswear differ in their 
definitions of quality? 

Is there a difference between consumers of ladies’ sportswear and consumers of 
children’s wear in the importance of quality relating to: 

a. ready-to-wear apparel purchases in general, 

b. a specific ready-to-wear apparel purchase? 

Is there a difference between the consumers of ladies’ sportswear and the 
consumers of children’s wear in their perceptions of quality relating to: 

a. ready-to-wear apparel purchases in general, 

b. a specific ready-to-wear apparel purchase? 

Is there a difference between consumers of ladies’ sportswear and consumers of 
children’s wear in their expectations of quality relating to: 

a. ready-to-wear apparel purchases in general, 

b. a specific ready-to-wear apparel purchase? 

Are there any differences in importance of quality, perceptions of quality, and 
expectations of quality, among purchasers of ladies’ sportswear who vary on: 

a. age, 

b. family description, 


os employment status, 
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d. education, 


é. store (branch), 
‘a end use of garment, 
g. garment price, 


n. garment type? 

Are there any differences in importance of quality, perceptions of quality, and 
expectations of quality, among purchasers of children’s wear who vary on: 

a. age, 

b. family description, 


(es employment status, 


d. education, 

e. store (branch), 

i. end use of garment, 
G. garment price, 


h. garment type? 


E. Definition of Terms 


1 


Purchaser- an individual who acquires goods by the transfer of money or by the use 
of credit. This was operationally defined as individuals who acquired goods from 
selected Eaton's ladies’ sportswear or children’s wear departments during the period 
of August 16 to August 21, 1982. 

Ladies’ Sportswear- defined according to Eaton's merchandise classification for 
Department 246- Misses’ Sportswear. 

Children's wear- defined according to Eaton's merchandise ciassification for 
Department 211- Girls’ Wear, and Department 232- Boys’ Wear. 

Quality— the degree of excellence, distinquished by certain attributes, which 
establishes the superiority of a garment. This was operationally defined by the 
purchaser's score on items 23 and 24 of the questionnaire. (see Appendices A and 
B.) 

Importance of Quality- the degree to which an individual indicates that a specific 


garment attribute is a criterion when evaluating alternatives. This was operationally 
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defined by the purchaser's scores on items 7(g), 9, 11, 12, 13, and 20 of the 
questionnaire. 

6. Perception of Quality— an individual's awareness, observation, and interpretation of 
the degree of excellence for specific garment attributes. This was operationally 
defined by the purchaser's rating of garment quality on item 6, and by the 
purchaser's scores on items 15, 16, 17, 18, and 22 of the questionnaire. 

qe Expectation of Quality~ an individual's anticipation of performance levels in relation 
to specific garment attributes. This was operationally defined by the purchaser's 
estimations of durability on item 5, and by the purchaser's scores on items 8, 10, 14, 


19, and 21 of the survey questionnaire. 


F. Scope of the Study 

The number of potential respondents was governed by a pre-determined number 
of surveys, distributed to the misses’ sportswear and children’s wear departments at the 
following five Eaton's locations: Sherway, Yorkdale, Scarborough Town Center, Bramalea, 
and Toronto Eaton Centre. The branch locations represented a census of the Toronto 
Eaton's stores. (Note: Specific methodology will be discussed in Chapter Ill) Each of these 
ten Eaton's departments was provided with 250 copies of the self-administered 
questionnaire, to be distributed to consumers at the point-of-sale. Each individual who 
purchased a garment from one of the ten departments during one business week, August 
16 to August 21, 1982, received a copy of the questionnaire, except in cases where the 
survey supply was exhausted prior to August 21 or where some departments had a 
surplus of surveys upon the closing date. 

The scope of this research, therefore, was to study Eaton's clients from two 
departments within five of the Toronto area stores on the quality of ready-to-wear 


apparel quality. 
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G. Limitations of the Study 

Survey distribution was limited to purchasers of ladies’ sportswear or children’s 
wear during one business week-—Monday to Saturday, from five stores of the Eaton's 
retail chain. The use of a convenience sample imposes strict limitations upon any 
generalizations beyond the immediate sample. Furthermore, as the purpose of the study 
was to explore consumer perceptions and expectations of the quality of ready-to-wear 
apparel, and the importance of this quality relating to a specific purchase and to purchases 
in general, non-purchasers were deliberately excluded. Although this has limited the 
response group to purchasers only, non-purchasers could be examined in future studies 
by altering the method of data collection. 

The use of a self—administered questionnaire somewhat limited the personal 
responses which might be desirable for a subjective area of study such as ready-to-wear 
apparel quality. It is possible the self—administered questionnaire restricted the scope of 
the study to individuals interested enough in the topic to complete and return the 
questionnaire promptly. These limitations possibly affected the response rate. In addition, 
differences in the purchase/sales rates at the ten department locations excluded some of 
the potential respondents. Limited resources restricted the number of surveys for 
distribution, which in turn, affected potential response rates. 

There were also limitations with the research instrument. The survey was designed 
to collect consumer perceptions, expectations, and attitudes about the importance of 
garment quality at the time of purchase. As there was a time lag between the 
point-of-sale and the completion of the questionnaire, consumer recall may not have been 
accurate; but as most surveys were received within three weeks after the closing 
distribution date, recall, or the lack of it, may not be a critical limitation. 

The recipients of, and respondents to, the survey questionnaire were anonymous, 
therefore it was impossible to distribute reminders and to perform follow-up checks in 
order to stimulate returns. The study was intended for private use, therefore a sufficiently 
large distribution number was established with the hopes of obtaining a minimum sample 


of reasonable size to ensure meaningful results for Eaton's. 
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H. Organization of the Thesis 

The thesis has been organized accordingly: Chapter Il -- Review of Literature 
covers the topics of the concept of quality, retailers and merchandise quality, 
consumerism, consumer and department store profiles, importance of quality as an 
evaluative criterion, consumer perceptions of quality, and consumer expectations of 
quality. Chapter Ill -- Methodology presents the conceptual framework, selection of 
consumer respondents, description of the instrument, and analysis of the data. Chapter IV 
-- Findings contains descriptive analyses of the survey response, survey respondents, 
garments purchased, end use of garment, garment prices, garments wear estimates, and 
garment quality ratings. Analysis of the Likert scale questionnaire items and analysis of the 
exploratory questions are also presented in this chapter. Chapter V -- Interpretation and 
Discussion of Findings includes a discussion of the findings outlined in Chapter IV, with 
reference to the objectives of the study and to related literature. Finally, Chapter VI -- 
Summary and Recommendations presents a summary of the study, and 


recommenaations for retailers and for further research. 
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ll. REVIEW OF LITERATURE 


In this chapter, a review of the literature is presented. The first section, The Concept of 
Quality, covers various concepts of quality in relation to manufacturers, retailers, and 
consumers: and highlights the interdependence among the three. In the second section, a 
discussion of Retailers and their approach to Merchandise Quality is presented. The 
third section, Consumerism presents a brief discussion about the advent of consumerism, 
with a particular focus on product quality and manufacturer/consumer responsibilities. In 
Consumer and Department Store Profiles, profiles of department store shoppers and of 
the Eaton's Toronto retail chain are presented. The fifth section presents a discussion of 
The Importance of Quality as an Evaluative Criterion to consumers for both general 
merchandise, and apparel products. Consumer Perceptions of Quality, pertaining to 
general product quality and apparel quality are discussed in the sixth section. The seventh 
section covers Consumer Expectations of Quality of products in general, and pertaining 


to apparel quality. 


A. The Concept of Quality 

The concept of quality, as it applies to all merchandise and not just to 
ready-to-wear apparel, is subject to the perceptions and expectations of the consumer. 
It is imperative that manufacturers and retailers understand the quality demands of the 
consumer and develop similar, congruent quality values. According to White (1972), 
specific quality “boundaries” need to be defined in order to delineate degrees of expectant 
quality, perceptual quality, and actual physical, quantifiable quality. White used a simple 
model to illustrate this point. 

White defined quality for manufacturers in terms of their inputs and outputs. 
Within manufacture, there are a certain number of inputs which are vital for the success of 
any product. The manufacturer utilizes raw goods of a specified quality to satisfy internal 
quality standards, and combines these raw goods into a marketable commodity of a 
designated quality. The second major step for the manufacturer, is product transition 


from input (raw material production) to output (final market commodity). 
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The manufacturer puts quality into products by (a) following strict manufacture 
procedures, (b) checking and re-checking production, and (c) using a particular grade of 
raw materials. Once the transition from input to output has transpired, the quality level of a 
product is firmly established. As White suggested, by the time the product reaches the 
output stage, the standards for quality have been set by the manufacturer——soon to be 
accepted or rejected by the consumer. 

The White model has particular application within the textile/apparel industries. The 
textile manufacturer, through operational objectives, has established levels for 
end-product quality. The establishment of quality standards necessitates certain quality 
expectations of the raw fibers, dyes, and finishes supplied by other manufacturing 
sources. Cumberbirch (1978) explained that textile manufacturers attempt to produce 
standard, uniform goods; and defined the degree of uniformity as "the closeness with 
which a material approaches perfect uniformity” (p. 78). Uniformity, as it applies to 
textiles, concerns the physical properties of fibres, the regularity of yarns, the weaving of 
the fabric, and any mechanical or chemical! finishing treatments. Cumberbirch stated, "the 
standards of uniformity applied within the industry or demanded by users of textile 
products vary according to the materials concerned... whatever standards of uniformity 
are required for a particular material, the textile industry has the expertise and experience 
needed to achieve these standards” (p. 78). 

The handling and processing of fabrics do not end with textile manufacture. Some 
of the fabric will reach consumers as yard goods, while much of the fabric is delivered to 
apparel manufacturers. As Cumberbirch illustrated, apparel manufacturers expect a 
certain quality from the raw goods they receive. They rely on the quaiity standard of other 
sources not only for their fabric; but for their thread, trims, and fastenings. The quality of 
the apparel manufacturer's output will depend upon the initial quality of the fabric and 
other raw materials, as well as upon the quality of construction and finishing techniques 
obtainable within the immediate operation. Ideally there appears to be a smooth, open 
flow between the "twin industries” (Seidel, 1978) of textiles and apparel; but as Fortess 
(1981) and Seidel (1980) have indicated, there appear to be numerous "snags and a 
definite lack of awareness within the textile/apparel “interface”. Seidel stated "there is no 


question that as the apparel industry increases its use of sophisticated and more 
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automated processes, (fabric) uniformity and freedom from defects must be increasingly a 
critical factor” (p. 32). To attain these high standards in textile—apparel production, Fortess 
suggested manufacturer responsibilities similar to White's model: end-product 
performance specifications, pre-production evaluation, and end-product performance 
evaluation. 

As indicated in Chapter |, not all consumers perceive quality on the same level; 
therefore while some consumers may reject a product on the grounds of poor quality, 
another consumer may accept the product due to individual quality values. Universal failure 
of a product on the market may be the result of consumer perceived low quality, and 
indicates a severe problem in communication of quality standards between consumer and 
manufacturer. If universal product failure occurs, manufacturers must seriously re-assess 
their input-—from raw goods through to production stages. 

Static often appears along the communication lines between the manufacturer and 
consumer in the form of the distributor (retailer). Consumer complaints may be voiced to 
the retailer; but very few complaints actually filter through the system to the manufacturer 
(Myers, 1961). The manufacturer needs to consider the effects of the input quality on the 
effects of output quality, relative to end-product quality and pocuitant consumer demand 
for the product (White, 1972). Tne manufacturer should be aware of consumer 
complaints before there is a major acceptance problem. If the consumer is satisfied with 
the product, then demand for the product will at best, increase. Increased demand means 
increased consumption, and increased consumption means increased production for the 
manufacturer. According to White, therefore, demand for an article, and quality are 
complementary, if not directly related, variables. 

Improvements to product quality often results in a more expensive product. 
According to Spence (1975), manufacturers may increase their product quality, but there 
will be some consumers who will resist the improved product because they refuse to pay 
the increased prices. Spence referred to the consumers who resist products due to 
increased prices as marginal consumers. According to Spence, many manufacturers 
subscribe to a product "non-improvement’ program because they believe the marginal 
consumer could effectively undermine the success of amore “expensive” product. The 


improved product may not attract the new customers, and may offend the loyal ones due 
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to the increased price. 

A threat to the success of the domestic manufacturer's product is the increased 
acceptance of goods manufactured off-shore. According to Miller (1978), consumers 
favor goods of a perceived optimurn quality level, and are prepared to pay the price to 
receive their desired optimum quality level. Miller and Reich (1980) concurred that present 
market trends indicate consumers favor products which have been manufactured 
off-shore for quality reasons, rather than favor domestically manufactured articles. High 
consumer demand for off-shore garments was once attributed to low retail prices; 
however, there appears to be a trend toward the opposite. Apparel manufacturers once 
felt pressure from the ability of less developed countries to mass produce garments at 
low prices due to inexpensive labor, while labor prices ‘at home kept garment prices high. 
Presently, garment manufacturers feel pressure not only from the less developed 
countries in terms of low cost production; but also from developed countries, such as 
Europe and Japan, who consistently produce quality merchandise at moderate to high cost. 
The difference, as evidenced by consumer acceptance, Is the perceived level of product 
quality, and apparent consumer acceptance, regardless of product price (Nightingale, 
1981). While this phenomenon may not dispute Spence’s theory of the marginal 
consumer, consumer product acceptance of off-shore products regardless of price 
should provide sufficient evidence for manufacturers to commence product quality 
improvement programs. 

The term at contest between the product of the domestic manufacturer and the 
product of the foreign manufacturer is quality. The domestic manufacturer has difficulties 
competing with the superior foreign craftsmen at the same price and quality level. As 
Reich (1980) indicated, consumers are dissatisfied with domestic products. They claim 
domestic products are unreliable, lack durability, are poorly assembled, and carelessly 
shipped. The literature implies that domestic manufacturers have failed to equate 
investment dollars and quality improvements with increased worid-wide competitiveness 
of their product. Whether it is a lack of surplus dollars due to a sagging economy, or the 
resistance to incorporate quality improvements due to Spence’s proposed marginal 
consumer theory; in general, improvements to the quality of domestic products, including 


research, development, and utilization of recent technology, have been overlooked or 
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curtailed by the manufacturing industry. 

Langevin (1979) indicated there will be a renewed interest within industry to 
improve quality standards with the hopes of increasing world-wide competitiveness of 
the domestic product. A survey, conducted in 1979, of 62 American industrial leaders, 
was designed to elicit their views on the subject of quality and quality control in the 
1980's. From the survey, 30% of the comments projected increased consumerism and 
government regulation will result in quality control programs. Consumer sophistication and 
awareness plus government regulation of consumer concerns were cited as primary 
issues. Other results from the survey indicated that 21% of the respondents mentioned 
new technology as a future quality concern, and 20% mentioned design quality and 
process control as major factors. Finally, 19% mentioned management motivation and 
training, while 10% mentioned quality cost-effectiveness as other areas for concern. 

It is evident manufacturers are concerned about the consuming public who favor 
the foreign label due to perceptions of higher quality. The lack of consumer purchases 
will likely heighten quality awareness and quality procedures within manufacture and 
retailing. Without first hand information concerning quality standards and expectations of 
the consuming public though, manufacturers and retailers may suffer with poor sales and 


slow moving stock. 


B. Retailers and Merchandise Quality 

The marketing strategy of many retailers is to develop a satisfied and loyal clientele 
by providing merchandise of a reliable quality (Danes, 1973; Feltzer, 1973; Harris, 1982; 
Hertz, 1975; Murphy, 1977; Sacks, 1975; Snowdon, 1981; Whittington, 1978). All agree 
their strategy is founded on anumber of basic concepts which ultimately determines loyal 
customers; such as (a) the consumer must become familiar with, and accept, the retailer's 
standards for product quality; and (b) the consumer must assess the retailer's standards 
and assimilate those standards with individual expectations, establishing a functional 
"benchmark" for use during the shopping process. Prior to establishing their own quality 
standards, however, retailers must understand consumer's needs, desires, and 
expectations in order to encorporate the consumer's ideals with their own ideals 


pertaining to product performance levels. 
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For the retailer, quality can mean many things. Primarily, quality means 
workmanship; but it may also mean sizing, fabric, colorfastness, printing, styling, and 
specific garment details (Feltser, 1973; Ferguson, 1980; Harris, 1982; Hertz, 1975; Lyle, 
1977; Sacks, 1975; Snowdon, 1981; Todd, 1975). Retailers, in order to monitor the 
quality of their merchandise, have established quality control centers to formulate 
merchandise specifications and to test in-coming merchandise against their specifications 
(Artim, 1965; Danes, 1973; Feltser, 1973; Harris, 1982; Murphy, 1977; Todd, 1975). 

Retailers acknowledge that price and value are highly interrelated factors, 
important to the potential consumer; and that consumer's perceptions of quality likewise 
play an extremely important role within the purchase decision (Binstock, 1981; Dickerson, 
1982; Kuzik, 1979; Miller, 1978; Morris and Prato, 1981; Roach, 1980; Schutz and 
Phillips; 1976). Due to these factors, some retail firms provide multiple levels of quality 
within their merchandise stock, ranging from "bargain basement” values, to exclusive” 
designer wear. This satisfies not only the consumer who is determined to find a 
well-crafted garment; but also the consumer who cannot afford to pay the price of the 
well-crafted garment, yet desires a garment of "certain’ quality. A very big problem 
arises, however, when a consumer purchases a garment for a specified sum of money and 
feels he/she did not get his/her "money's worth”. The consumer's perception of value (i.e. 
quality of product relative to price) is not in agreement with the retailer's perception of 
value because the consumer expects to get more for his/her money. 

In terms of inflation, it is true that the consumer pays more for an apparel item in 
today’s market than he would have several years ago (Snowdon, 1981). Retailers have 
been forced to increase their prices in order to defray costs; but even retailers do not 
perceive an increase in quality parallel to the increase in merchandise prices (Snowdon, 
1981). According to Snowdon, price ranges of merchandise stock are steadily increasing. 
The increase in price range has resulted in an increase in sales dollars by years’ end; 
however, the increased revenue reflects only an inflationary rise in prices and not an 
increase in unit sales. For the retailer, the lesson to be learned is that with increasing costs, 
consumers are not buying the quantities which they used to. The retailer, however, is 
unsure whether the decline in unit purchases by the consumer may be attributed to 


consumer hesitation to spend when the cost of living is high; to an increase in consumer 


a 


ay * vere AGG C&P 
my. et Gare any! aaa * 


. gen : ne ib 


ao, ae <e Di a oe) Gaby peat 1% 2 a) emllle> 
je) ainetiae, 0 sal 


4 ae (T< Pvt, ar : 
er < - awe } 


ippectermm, Lap MES Wine: GSP riers 


. , ees aie anne mare ‘ ta: remere 
MANE! = a } 4) Caat 
> Oe Maen. ah ve a ico rae 
i 7 
il ao =@s i .< - ’ 
Pe &) 2-8 
rT wer * 
eS D ‘ 
B y 
© 
es 
ae. * , ays ere 2 
’ 1) @2Reay 4 7 piri fea 
- , a 
a 
we 4 3 orn eg Sar : : id od e 
—— ianvcrak> «4 == gn gf 
- P06? id) mG — yo es ‘o- ere Venere 
>a —_ oo 
; 
100 ¢ : ; Ceara ce J Age 
=< = - ean ‘oa ee i 22am eae? @ 
. - 


emery © uli vous anv 


expectations for quality when garment prices increase-—resulting in fewer purchases; or 
whether there is a significant decline in the quality of garments on the market. Sacks 
(1975) indicated the latter through the following correspondence with an apparel 
manufacturer: 

It appears that, as prices go up, quality control at the manufacturing level is 

going down-~and Ms. Consumer is no longer prepared to meekly make her 

Own repairs to a faulty garment-——in fact, she will no longer accept inferior 

quality on the basis of purchase price. She expects and even demands quality 

and if you are not giving to us-—we are not giving to her. In this sort of 

viscious circle, there are no winners, only losers... 

We can no longer accept goods with faulty zippers, loose buttons, 
improperly stitched seams, badly mismatched prints, plaids, and stripes, and 
sloppy incomplete finishing of garments. 

Our customers across the country are giving us the message by ever 
increasing numbers of returns. 

Some retailers maintain that consumer dissatisfaction with ready-to-wear apparel 
is the result of consumer mishandling (Danes, 1973). They suggest that most garments will 
perform adequately during normal consumer use. These retailers say that consumer 
complaints usually pertain to the following problems: fit, color, appearance, care methods, 
and misinterpretation of care methods. These retailers feel that products fail due to 
consumer abuse; therefore, neither manufacturers nor retailers care to justify a 
modification of quality control programs in order to account for consumer mishandling. 
Retailers and manufacturers maintain they supply the consumer with quality garments, 
therefore it is the responsibility of the consumer to use the product wisely. Retailers who 
hold this philosophy maintain that consumer education is the only answer to alleviate 
consumer product dissatisfaction (Danes, 1973). Likewise, retailers who do not subscribe 
to a highly scrutinized quality control program, may defend their lack of quality controi by 
stating that garments are fashionable and seasonal, therefore, garments are not expected 
to last. These retailers support an overall "bland acceptance” of inferior quality goods. 
Consumers will not likely wear the item for more than three to four months because the 


garment will be no longer fashionable; therefore, the garment should not have to last 
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longer than the date of obsolescence (Ferguson, 1980). 

Conversely, there are retailers who try to assure a certain standard level of 
merchandise quality for their clientele. The quality level not only insures the merchandise 
will perform adequately for the consumer; but the quality level is also the retailer's 
measure for self-assurance, self—check, and self-protection. Retailers who subscribe to 
the quality assurance program generally base their merchandising on specification buying 
(Feltser, 1973; Todd, 1975). The philosophy of specification buying for the retailer is to 
establish a certain level of quality for potential merchandise. At the time of order, quality 
levels are expressed to the manufacturer. Specification buying assures manufacturer 
awareness of retailers’ quality expectations; and thus performs the cross—check function 
between supplier (manufacturer) and retailer. Specification buying ensures goods meet 
pre-arranged standards (Feltser, 1973). Feltser attributed one retailer's need for quality 
control to basic survival instincts. Intense market competition in the textile industry, more 
knowledgeable consumers, increasingly complex technology, scarcity of skilled labor, and 
increasing government intervention are some of the main factors favoring quality control 
programs. Watkins (1979) listed the following advantages to purchasing by specification: 
improved profitability by producing fewer seconds, less waste, greater yield, and reduced 
labor costs; improved product image and acceptance due to appropriateness of fabrics to 
garment design/end-use, fewer garment failures, reduction of consumer dissatisfaction, 
increased sales, and apparel-line uniformity; and improved raw material sourcing. 

Unfortunately, evidence exists which indicates much antagonistic behavior between 
manufacturers and retailers of ready-to-wear apparel. For various reasons, retailers 
experience back—logging of inventories and slow moving stock. Buyers are hesitant to 
place orders and in some instances, goods are deliberately damaged so they might be 
returned to the manufacturer without penalty (Harrison, 1980). The retailers are at aloss 
for an explanation: are their goods over-priced, of poor quality, or are sales slow due to 
the economy? The manufacturers, on the other hand, are also experiencing difficulties. 
Colors and styles may have to be substituted subject to the availability of raw goods from 
suppliers. Deliveries may be erratic due to volume and supply availability. Eventually, the 
quality of the product deteriorates (Harrison, 1980). 


When the fabric supplier has made a change in finish or fabric construction 
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after submitting the initial samples, | have to fault the supplier for not being 

aware of the problems these changes can have on apparel manufacturing 

productivity and quality. There are still 15,000 small apparel manufacturers 

who can't check every lot of fabric. (Seidel, 1980, p.32) 
In the long run, the apparent lack of communication and co-operation between these two 
highly interdependent organizations results in inadequate, sub-standard, poor quality 
garments for the consumer (Harrison, 1980). According to Harrison, the manufacturers 
and the retailers must pull together ina common effort to satisfy the consumer; however, 
neither the manufacturer nor the retailer are certain about the needs and desires of their 
principal interest. For the retailer, and the manufacturer as well, research identifying 
consumer needs is essential and has to be on-going (Harrison, 1980). 

One retailer proposed the consumer !s not primarily interested in product 
performance when making a purchase decision; rather the consumer is mostly concerned 
with style, color, fit and price (Smith, 1966). According to Smith, the consumer reportedly 
does not form a performance opinion until the garment has adequately or inadequately 
performed following wear or care. At the same time, Smith indicated that consumers have 
definite expectation levels for items at the time of purchase. If consumers do not forma 
performance opinion prior to purchase, what criteria do they consider as they develop 
their expectation levels? In many cases according to Smith, retailers perceive that 
consumer performance expectation levels for ready-to-wear apparel are both realistic 
and unrealistic. Smith felt that consumers are looking for higher quality merchandise as a 
direct result of the consumer movement. The retailer must determine the consumer's 
quality standards and obtain that same level of quality from the manufacturer. The retailers 
must insure their standards for product performance and quality are well above average 
and meet with consumer approval (Smith, 1966). The real dilemma for the retailer then, 
seems to be determining the consumer's level of quality expectations and/or the 
consumer's standards for quality acceptance, and how consumers perceive the retailer's 
standards. 

One study, although it deals with major appliances, investigated retailer's and 
consumer's perceptions of merchandise. The data collected focused on the importance of 


certain product attributes. In most cases, the retailers underestimated the degree of 


7. 


. a 
hua byte a6 na“ - ey 


| Liareweier? view WE 
Toe digi oan ou | > er i Fe be j —_ 
; - 6°) yenq A aeeee 


Ce erties |, hate re ae 
hed) | WS Ste = cerrqgen 


: 1o 2g eS Rs wi we 
: a i 
ti (i a Te) |!) 6 Se Ave << Se = 


A olay SN " 


: - i e* _vwea ‘< + 


so4 aN hae pe = pHs oo oe 
7 } : 
> naa oe ¢7 fg ae a ; wee 
LP va | phen) yi TAT 81 AS ' ser 
a ou) 6ineane era Potro et" 1 
inn) Cre a. tes ive 
ai Otaye i ee  yert! ’ 


rm Jog "ot Ge a= oS 2 a ae Py ' ‘ 


oi) GiuitteSb Mai ele" « Lili tptiieheahd - OF GOA S SSF — be 
) re ag Uirnay? Po Awe 
: ir _ . - - ; : 
7 ‘gS (ave ‘ 


man Siu 4 ftp (oe uae roa ft a - 
ee i ee ee 94 ert) ug & s! eee Att gow == 


eg) &0e5* onal * ve 


a on ewive Cae —_ 
; a _ | 

: ties 

| er —— TT Uae 
y= 


> 


20 


importance which consumers attached to each product attribute. The study concluded that 
retailers, considering their daily proximity to consumers, lacked a thorough understanding 
of their clients. Retailers apparently underestimate consumers’ perceptions and 
expectations of quality (McClure and Ryans, 1968). 

Another study examined certain determinants of consumer purchase behavior and 
the resulting implications for the retailer (Wheatley, Chiu, and Goldman, 1981). Consumers 
use Certain Cues such as product characteristics, store image, brand names, and prices to 
differentiate among products, and to form impressions of quality; however, it was the 
purpose of the study to determine whether physical product quality and changes in the 
physical product quality would affect consumer perceptions of quality in relation to the 
product price. The study compared intrinsic cues (the characteristic of the product) 
versus extrinsic cues (external cues to the consumer, i.e. store image, price, etc.) in order 
to determine which set of cues played a more important role during the purchase decision 
process. The study found that slight changes in physical quality generally did not affect 
consumer behavior; evidence indicated that with large alterations in physical quality, 
consumer's perceptions and resultant purchase behavior would be significantly affected. 
Consumers, therefore, if faced with dramatic differences in product quality, would rely on 
the physical product characteristics, rather than rely on extraneous extrinisic values as 
estimates of product quality. Many retailing agencies rely on product quality as a part of 
their marketing scheme; therefore, consumer cues and perceptions (intrinsic and extrinsic) 
of product quality are highly important (Wheatley, Chiu, & Goldman, 1981). The Wheatley, 
Chiu, and Goidrnan findings suggest consumers rely on product attributes as indicators of 
quality rather than relying totally on unrelated” factors such as brand name and store 
image. 

Although many retailers have quality standards for their merchandise, it is possible 
that their standards do not accurately meet consumer quality expectations and 


perceptions. 
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C. Consumerism 

in the past, goods of an inferior quality appeared on the market and performed 
poorly. The end result was an evolution of the consumer into a cautious shopper. Caveat 
Emptor, or let the buyer beware, protected charlatans and established fraud detection as a 
consumer responsibility. With the advent of the Department of Consumer and Corporate 
Affairs in 1967 (Leighton, 1973), the impetus of consumer “guerilla” tactics (Sallot, 1978) 
and the work of noted individuals such as Ralph Nader or Phi! Edmundston, the onus today 
for detecting fraudulent or defective merchandise has shifted from the consumer to the 
manufacturer/retailer. Consumer lobbyists have indicated the role of the consumer in the 
marketplace has changed from helpless to powerful (Blagman, 1974; Moyer 1978: Sallot, 
1978). 

One problem spotlighted by consumer activists at present, concerns the status of 
the consumer in relation to the private sector (Close, 1974). Apparently, the consumer is 
unsure of his/her "clout” when it comes to effective complaining (Sallot, 1978), possibly 
acting as a deterrent to any form of complaint behavior. Consumer activists however, 
urge the public to be concerned about getting their money's worth from their purchases, 
and to be concerned about product performance, price, quality, honesty, and redress 
(Olley, 1977). In terms of textile and apparel product quality, consumers should seek 
information on fiber performance, product durablity, and care. (Consumerism: What's in it 
for textiles? 1976). Consumer action in the past has resulted in government legislation 
dealing with textile flammability, standard sizing for children's clothing, care labelling, and 
textile fibre identification (Blagman, 1974; Leighton, 1973); therefore lobbying may result 
in positive steps toward future standards of quality. 

Product quality, or value for the money appears to be a major consumer concern. 
Textile industry spokesmen, however, claim that inadequate lines of communication 
between manufacturers and retailers, and retailers and consumers, make it difficult for the 
industry to understand and duplicate consumer's quality expectations within their products 
(Myers, 1961). Presently, manufacturers are at a loss because they are simply uninformed 
about consumer's expectations of product quality; they do not know what consumers 


want. 
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Industry is hesitant to increase product prices, even if it represents an 
improvement in product quality because it foresees consumers failing to perceive 
increased prices as indicators of improved product quality. Industry fears the consumer 
might view increased prices as their method for recouping inflationary costs, rather than 
perceive the measure as a progressive step in favor of quality. (Consumerism: What's in it 
for Textiles?, 1976). The dilemma facing the consumers and the textile industry thus 
becomes apparent. The consumers want quality, and manufacturers maintain that if the 
consumer is confronted with increased quality (and increased prices as a result), the 
consumer will not likely perceive nor appreciate the added quality; but will merely perceive 


increased personal expenditures. 


D. Consumer and Department Store Profiles 

Profiles of deparment store shoppers and of consumers who complain, in terms 
of their similarities/differences in demography, activities, interests, opinions, use of 
information sources, and methods of redress, have been outlined through various studies. 
Crask and Reynolds (1978) found that frequenters of department stores are younger than 
the average, better educated than the average, and also have higher incomes. Similarly, 
Jolson and Spath (1973) found that the majority of their respondents were middle to 
upper-middle class consumer groups; and in particular, their group appeared to be deeply 
interested in the quality of merchandise. 

Steiniger and Dardis (1971) found within their sample, a significant difference 
between respondents to mailed surveys and telephone interviews. The mail survey 
respondents were better educated; but the telephone interview respondents had a greater 
percentage of wear and durability complaints. 

Although exact customer profiles could not be obtained, Laperle (1983) described 
the typical Eaton's (Toronto) client as the following: for misses’ sportswear, the customer 
is likely to be 25 years and older, value conscious, moderately fashion oriented, and will 
buy in the middle to upper-middle price ranges. The customers are both homemakers and 
working women; and shop by account. 

For children’s wear, the mother performs the shopping ritual; and in the suburbs, is 


usually accompanied by her child/children. In the suburbs, the shopper will buy the basics; 
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will make multiple item purchases; and will be more likely to shop during sales or 
promotions. The suburban children’s wear shoppers are viewed as price sensitive and 
comparison shop. "The downtown children’s wear customer is more likely to buy one 
thing at a time (often a gift). Customers do not usually shop with their children and they 
spend more money per item. These customers are usually more fashion conscious”. 
(Laperle, 1983) 

Again, Eaton's store/branch profiles were unavailable; however, the following 
descriptions were offered: the typical Eaton's (Toronto) suburban store is described as 
offering value and fashion at good prices, while the Toronto Eaton Centre (Downtown) 
store is perceived as being more fashionable and offers a greater selection of goods 


within a middle to high price range” (Laperle, 1983). 


E. Importance of Quality as an Evaluative Criterion 

In 1972, Martin completed a study which was intended to determine the 
importance of informational inputs as determinants of buyer behavior. The participants 
were shown drawings of garments and were encouraged to ask questions which might 
relate to an ultimate purchase. Of the respondents, 56% demanded price information. 
When the same group was encouraged to seek information of primary importance to a 
purchase decision, however, 62% demanded price. In terms of making a purchase decision 
or a change in decision, Martin discovered that 55% of the participants attributed price as 
the determinant for making a purchase decision, and 78.1% of the participants attributed 
price as the prime factor for making a change in their purchase decision. In direct contrast 
to the McClure and Ryans (1968) study, Martin's findings support a consumer emphasis on 
price as a major determinant in the purchase decision. 

Eggertson (1982) researched consumer orientations to clothing acquisition and 
included the area of garment quality in the study. The statements "clothing quality is more 
important than style”, and "clothing quality is more important than price’ appeared in the 
Eggertson survey questionnaire. In response to the former statement, Eggertson found 
42.5% neither agreed nor disagreed while 47.4% agreed/strongly agreed. Of the 
respondents to the second question, 36.2% neither agreed nor disagreed; and 53.7% 


agreed/strongly agreed. Although the figures were not overwhelming, the findings 
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support the proposal that consumers are primarily concerned about garment quality. 

A Canadian study by Claxton and Ritchie (1979), studied the importance of various 
factors during the consumer purchase—decision process. The problem area cited second 
most often by female respondents was clothing and footwear. Within this problem area, 


the respondents were encouraged to rank their top five complaints. The results were as 


follows: 

Nie poor quality material and workmanship, 
2. sizes not standard, 

3. price of clothing too high, 

4. fabrics not living up to claims, and 

5. not enough variety of selection. 


As these complaints are now ranked in order of consumer importance, the results provide 
more definitive input for comparison purposes with previous information from the Martin 
study and the observations of McClure and Ryans. Price does not appear to be the most 
important problem/attribute; but rather quality, or the perception of poor quality, is the top 
ranking area of dissatisfaction. Claxton and Ritchie also discovered that if the consumer 
has to trade-off certain product or store attributes during the decision process, then 
quality of the merchandise was percieved to be twice as important as the next highest 
ranking attribute. Respondents to the survey also mentioned that stores with a good 
reputation or a satisfaction guaranteed policy were the most helpful to them in terms of 
solving a purchase dilemma”. These results are useful to the retailer, and generally 
support various philosophies of existing retail department stores. 

Jolson and Spath (1973) discovered that, in terms of store patronage, the five 
most important attributes were as follows: 
1 price/value relationship, 
Pe store specialization, 
3. quality of merchandise, 
4 salesclerk service, and 
a store location. 
According to Jolson and Spath, and in direct contrast with the findings of Claxton and 


Ritchie, quality was only the third highest ranked attribute in importance. If quality, 
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however, is defined as suggested by Roach (1980), (ie. price/value relationships), then one 
might propose a major similarity between the findings of both studies. 

In their study, Jolson and Spath also ranked retailer's perceptions of consumer 
patronage to determine if there is a correlation between the two. For department stores, 
the five top ranked reasons for consumer patronage were perceived as follows: 

1; variety and assortment, 

2 price/value relationships, 

oS: guarantee and exchange policies, 

4 quality of merchandise, and 

5 store location. 

When the retailer's and consumer's rankings of factors leading to patronage were tested 
for correlation, Jolson and Spath’'s findings revealed little correlation between the 
retailer's perceptions and the consumer's requirements. According to Jolson and Spath, 
retailers “appear” to know what factors will attract customers and what factors have 
attracted customers in the past; but indicated that in practice, retailers are most likely: (a) 
riding on the "crest of the wave’, (b) surviving due to superiority to the competition, or (c) 
relying on those consumers with similar high ranking personal trade-offs to account for a 
higher patronage (p. 50). For consumers in general, however, quality is an important 


evaluative criterion. 


F. Consumer Perceptions of Quality 

Several consumer surveys have been conducted which examine consumer 
attitudes toward the present state of product quality and quality control, both in the 
textile/apparel and other industries. One American survey determined that consumers are 
becoming more reactive by vocalizing their general dissatisfaction with products found on 
the market (Miller, 1978). in 1976, Miller found that of those individuals who responded to 
the survey, 59% returned products of unsatisfactory performance to the place of 
purchase, while one year later, in 1977, the total of reported returns rose to 70%. 
Between the years 1976 and 1977, the percentage of complaints which dealt specifically 
with quality rose from 25% to 36% (Miller, 1978). A study, conducted in 1978, which 


sampled a cross—section of Canadian consumers and examined their perceptions of 
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domestic apparel, revealed an overall concern pertaining to poor quality materials and 
workmanship (Kuzik, 1979). Kuzik reported the consumer definition of poor quality 
includes improper stitching, insecure buttons, and the use of monofilament thread. In 
contrast with the Miller study of 1978, Kuzik (1979) also reported the results of a private 
study which indicate a lower percentage of apparel returns in Canada than in the United 
States. The results of this study might imply that the quality of apparel in Canada is better 
than apparel quality in the US.A; however, it is possible that on the whole, Canada might be 
a nation of non-complainers and therefore would explain the fewer number of returns. 
Another American study conducted in 1980, had findings parallel to the Miller 
study of 1978 (Binstock, 1981). Binstock found half the public to be dissatisfied with 
consumer products; and 49.9% felt that the quality of American products had dropped 
within the past five years. Likewise, of those consumers examined, 53.3% expected the 
quality of American products to remain unchanged or expected the quality to drop to a 
new low over the next five years; and 48.3% found foreign products to be of superior 
quality to domestic products. Ina 1982 Canadian study, Eggertson reported similar 
findings. Of those consumers surveyed, 47.4% felt that the quality of clothing in stores is 
lower than in the past. | 
Dickerson, in a study completed in 1981, however, contradicted the findings of 
the Binstock study. In a telephone interview of 1,350 consumers who resided in major 
cities, small towns, and rural areas of 32 states, Dickerson found that in terms of quality, 
47.3% of the respondents felt that imported clothing items were not as good as those 
produced in the U.S.; 23.9% felt that imports were of equal quality to domestic apparel 
items; and 5.9% felt that imports were of better quality (1982). Both the Binstock and 
Dickerson studies included a profile of their respondents. According to Binstock, the 
better educated, better paid individuals between the ages of 25 to 49 were the most 
negative about domestic products; while Dickerson indicated that the middle-aged and 
middle-incomed consumers were the most concerned about the influx of imported 
clothing injuring the domestic industry and costing American jobs. Dickerson also found 
that women were more concerned about imported clothing than men, and of those least 
concerned, were the young, the old, the high income, and the low income groups. 


Although there appears to be some discrepancy within the literature concerning the 
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source of poor quality merchandise (i.e. domestically produced vs. imported products), 
there is general agreement that consumers perceive quality as a problem with apparel 
products. 

Binstock pursued the quality topic and found that 72.6% of the consumers 
surveyed faulted industry for the production of poor quality merchandise due to a 
perceived industrial over-emphasis on profit rather than quality; 49.7% blamed the state of 
the economy for poor quality products; and 66.6% felt that industry workers are 
responsible tor poor quality in production. Clearly, the consumer is dissatisfied with the 
quality of products offered by the market today. It is the hope of both the retailer and the 
manufacturer that, with increased consumer complaint action, an opening of 
communication lines between the consumer and industry representatives will follow, 
leading to informative discussions and ultimately satisfactory products. 

In a study on homemaker's satisfaction with clothing, Lowe (1979) reported overall 
satisfaction with garment quality within the surveyed group. Lowe cited other research 
findings where satisfaction with quality was positively related to age at the .05 level, and 
similarly related to education. The same study found that employed individuals indicated 
greater satisfaction with quality than did unemployed individuals. 

Hu (1979) studied consumers’ and fashion buyers’ perceptions of quality and 
analyzed their perceptions through the following categories: fashion, mood (aesthetic 
appeal), fabric, subordinate material (lining, thread, zipper), structure (line, cut), 
construction, design, and care information. Hu found that for the consumers, the 
characteristics of construction and structure were the two most important indicators of 
garment quality, followed by fabric, subordinate material, and design. Hu limited the study 


to a single apparel item: daytime dresses. 


G. Consumer Expectations of Quality 

Olshavsky and Miller (1972) studied consumer expectations with respect to 
product performance and perceived product quality. Their study was developed as a 
direct result of major discrepancies between the research findings of an R. Cardozo and 
common marketing practice. According to Olshavsky and Miller, Cardozo’s study found 


that consumers with artifically high quality expectations as a result of promotional puffery, 
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who examine a product and perceive low product performance, will evaluate the product 
unfavorably and in all likelihood refrain from purchase. Under controlled laboratory 
conditions, Olshavsky and Miller found just the opposite. Using two levels of 
expectations——high and low, and two levels of performance-—high and low, Olshavsky 
and Miller predicted and found that subjects exposed to puffery with high product 
expectations, yet perceptions of low product performance, rated product quality higner 
than those subjects with a low expectation and low perception of product performance. 
Likewise, those subjects who were exposed to modest, or understated, advertising, had 
high product expectations, and perceived high product performance, rated product quality 
higher than those with alow expectations and yet high perceptions of product 
performance. High expectations result in favorable evaluations, especially confirmed upon 
exposure to puffery. 

This information is especially important for retailers’ and manufacturers’ 
consideration. If a consumer has a high product expectation——perhaps due to brand name 
or store image, then he/she will perceive quality and will make a purchase. As most retail 
stores profess a certain degree of quality, according to Olshavsky and Miller's findings, it 
can only help their sales figures to engage in promotional hype and puffery. In the case of 
apparel product performance, it is often difficult for the consumer to assess this garment 
quality while in the store. Perhaps apparel consumers base their product performance 
expectations merely on name brand or upon the claims of promotional strategies; 
however, this would be in direct contradiction to the findings of the Wheatley, Chiu, and 
Goldman study discussed in the section on Retailers and Merchandise Quality. If the latter 
were the case, consumers may be at the mercy of sales campaigns; therefore, Olshavsky 
and Miller qualified their findings with a statement concerning business ethics. Historically, 
fraudulent product quality claims resulted in the sympathetic movement in favor of the 
consumer: therefore, Olshavsky and Miller advised caution concerning exaggerated claims 
and future promotional strategies. 

The discrepancy between the findings of Olshavsky and Miller and Cardozo 
illustrates the need to identify and define consumer expectations, consumer perceptions, 
and product quality. If a product is touted by a manufacturer or retailer as the “absolute” in 


terms of quality, then the consumer may develop artificially high expectations levels. 
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Artificially high consumer expectation levels may, in the long run, work in disfavor for the 
manufacturer or retailer. In the past, due to the proliferation of products on the market 
which did not live up to their claims, manufacturers and retailers have had to put a lot of 
time, money, and effort into dealing with consumer dissatisfaction. Care, therefore, 
should have been taken at the input stage (White, 1972) to minimize product flaw and the 
resultant need for customer "complaint departments. 

According to Anderson and Jolson (1973), "the remedy for consumer 
dissatisfaction is to narrow the gap between consumer expectancy and perceived product 
performance, primarily by reducing exaggerated expectancy” (p. 11). The consumer tends 
to expect more from products today due to affluence and sophistication. According to 
Anderson and Jolson, this has resulted in a lowered tolerance of "gaps” between 
promotional promises and product performance. Anderson and Jolson suggested that 
consumer product expectations are not static, they will continue to increase in the future 
along with increased affluence and sophistication. Manufacturers, therefore, must be 
ready and willing to perform continual, on-going assessments of consumer perceptions 
and expectations in order to alleviate potential dissatisfaction. Similarly, Horn (1975) 
predicted that with societal influences, and changing value patterns of our culture and of 
the individuals within the culture, there will be a continual increase in consumer 
expectations of product quality. 

Anderson and Jolson (1973) maintained it is impossible to predict consumer 
expectations because "expectations contain reflections of infinity, a yearning for the 
absolute” (p. 12). This sentiment was echoed by Horn (1975) and by Sproles and Geistfeld 
(1978) who stated that when dealing with consumer expectations, one should accept the 
fact that some consumers expect the impossible, beyond the limits of reason. To combat 
the consumer with unrealistic expectations, manufacturers have established elaborate 
standards and specifications for their products, especially true of the textile/apparel 
industry and their care standards for example (Horn, 1975). In the opinion of many 
manufacturers, retailers, and launderers, if a garment is periodically renewed according to 
recommended care procedures, then the garment will provide the owner with (x) years of 
service (Lyle, 1977). The question remains however, exactly how does the consumer, 


from information gathered prior to purchase, formulate an accurate assessment of 
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product (apparel) performance in an area such as care. For textiles and apparel, most 
certainly consumers cannot take garments for atest drive”. 

Another area, standard sizing, for example, was established to eliminate some of 
the “in-store” guesswork for consumers; and to facilitate their purchase decisions. 
Standard sizing, however, is a topic which has produced heated conversation within the 
textile industries. With the exception of Marks and Spencer and infant wear, retail stores 
generally expect their consumers to try on garments before they purchase (Harris, 1982). 
Although sizing information helps to direct the consumer to appropriate merchandise 
within a department, sometimes the garment sizes obtained by the consumer are a 
reflection of their product performance expectations. Booth (1961) stated, "It is common 
practice to buy shirts and similar clothes a little on the large size in the hope that after a 
few washings, they will have shrunk to the desired fit” (p. 302). In this instance, the 
consumer may make purchase decisions based on an expectant value, previous 
experience, or anticipation. Consumers, however, might also base their pre-purchase 
apparel assessments on garment attributes which bear little weight on end-performance, 
such as: style, brand name and color. 

Consumer education programs have been established to help consumers with 
apparel problems and to provide them with criteria for shopping purposes. Horn (1975) 
maintained that prior to shopping for garments, the consumer needs to know how to 
recognize quality. According to Horn, fiber content, yarn construction, fabric 
construction, colorfastness, and finish are the major quality determinants for apparel. In 
addition though, the consumer must inspect the quality of garment workmanship by 
examining the cut, seams and stitching, buttonholes and fasteners, interfacings and linings, 
and hems and other details. Without a doubt, consumers "need to know” about these 
quality determinants; but without special education programs, do consumers have the 
fundamentals for making an accurate judgement of apparel quality? Based on the 
previously mentioned qualities, Sproles (1979) indicated the modern consumer lacks the 
technical sophistication to judge the quality of garments at the point-of-sale. Although 
price plays a very important role in the consumer decision—process, Sproles maintained 
there is an interplay of other subjective and objective judgements. Initially, according to 


Sproles, consumer objective judgements are based on style, fit, comfort, fabric 
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composition, construction, ease-of-—care, and brand familiarity; however, certain 
subjective judgements based on fashionability, aesthetic qualities, personal tastes, and 
personal values may, in the long run, cloud rational thinking and directly influence the 
purchase. It is these individual vaiues, perceptions, and expectations of quality which are 
so highly subjective and defines consumer shopping behavior as irrational. The “irrational” 
buying habits of the consumer puzzle manufacturers and retailers. 

Consumer expectations and consumer values are highly subjective; therefore some 
individuals may question their study; Peach however, (1980) recommended full support of 
such investigations. Peach argued that, in order to encourage profitable consumer/retailer 
relations, retailers need more knowledge in the area of consumer quality expectations. 
Peach favored the adoption of standards and specifications by retailers, and suggested 
that further information on consumer quality threshold/tolerance levels is needed. 
Consumers will not likely tolerate missing buttons or faulty zippers; however, Peach 
suggested further studies might reveal the existence of "zones” on a product where 
consumers may tolerate lower quality; for instance, a consumer might accept flaws or 
sub-standard workmanship under a collar, or on a shirt-tail. Peach maintained that a 
synthesis of information gleaned from consumers at the point-of—purchase, and through 
their complaints, would help to define some of the gray areas within consumer 
expectation studies. 

In the past, consumer textile/apparel expectations, in terms of product 
performance, have been assessed by statistics accumulated through dissatisfaction or 
complaint behavior. Labarthe (1954) found that seam failures, fading, poor fit due to cut, 
seam and yarn slippage, faulty labels and claims, use of cotton, and crocking were major 
complaint areas in women’s blouses, women's dresses, and children’s dresses. Steiniger 
and Dardis (1971), on the other hand, categorized apparel complaints into three major 
problem areas: wear and durability, appearance and ease—of-care, and comfort. Within 
these problem areas, there were also sub-—divisions of specific problems. According to 
Steiniger and Dardis, 67% of those surveyed reported wear and durability problems; 42% 
reported construction and/or fabric failure; ie. pills, seams puckering, ravelling, or splitting, 
defective buttons, zippers and fasteners, pulls or runs in the fabric, and frayed edges on 


collars and cuffs; 13% reported stretching or shrinkage; and 12% reported color change, 
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Le. fading or bleeding. The frequency of complaints in the wear and durability area either 
suggests a “grand” lack of quality control on the part of the manufacturer and retailer, or 
demonstrates that consumers have difficulties with spotting existent or potential trouble 
areas within garments at the point of purchase. Steiniger and Dardis also found that for 
the 24% of those surveyed who reported appearance and ease—of-care problems, the 
major complaints were of wrinkling, lack of permanent press features in permanent press 
claims, and hard to clean fabrics; and finally, of the 0.9% of those who reported comfort 
problems, the majority mentioned clinging, heat, stiffness, and stickiness. In the Steiniger 
and Dardis study, by far the greatest number of customer complaints were found with 
women's outerwear’ at 26%, and a majority of those, at 14%, focused on women's 
sportswear. The second most common complaint area was found with infant and 
children's wear, at 17%. Within these two apparel product areas, the majority of 
complaints were directed toward the wear and durability problem area, and focused in 
particular on garment construction and fabric failure. The Steiniger and Dardis study is 
significantly more detailed than the Labarthe study; however, considering the interim of 
seventeen years, findings on consumer apparel complaint areas have changed little, except 
the emphasis shift from cotton fabric complaints to synthetic fabric complaints. 

Sproles and Geistfeld (1978), in a more recent study, found the following 
consumer complaint areas; of those surveyed, 68% reported seam failure, 57% reported 
construction errors, 52% reported overall low quality, 48% reported poor fit, 44% 
reported shrinkage, 40% reported problem zippers and fabric wear, 33% reported color 
fade, and 11% reported difficulties with care label interpretation. Although the other 
complaint categories have previously been categorized as major quality determinants of 
apparel, of particular interest in this study is the unique entry of “quality” as a specific 
consumer complaint. If consumers are complaining about poor performance, and in 
specific about overall poor quality levels of apparel, then it is possible that consumer 
expectations of quality and garment performance in the areas of durability, construction, 
and workmanship far exceeds the expectations of, and standards for the same, 
established by both the retailer and the manufacturer. As was previously discussed in the 
section on the Retailer and Merchandise Quality, McClure and Ryans (1968) in their 


comparison study between retailers’ and consumers’ perceptions and expectations of 
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product attributes, confirmed that retailers, by and large, underestimate the importance 
which consumers place upon product attributes; and overestimate the degree which price 
plays in the consumer decision-process. The findings of the McClure and Ryans study 
underscores the trends cited by textile/apparel critics in reference to the rise in consumer 
acceptance of expensive, foreign—made apparel. For the consumer, it is possible that, as 
long as a product has the desired quality attributes, then the price will be no object. 
Similarly, the McClure and Ryans findings may also substantiate the consumer notion that 
manufacturers and retailers are overly concerned with price and profits, rather than 
concerned with prodividing quality wares for the public. 

Consumers expect more from products today, and possibly have unrealistic quality 
expectations. Education programs may help consumers to recognize quality products; 
however, it is imperative to assess consumer quality expectations first, before positive 


strides are made toward the manufacture of quality merchandise. 
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Ill. METHODS AND PROCEDURES 


In this chapter, conceptual framework, selection of consumer respondents, 


description of the instrument, and analysis of the data are presented. 


A. Conceptual Framework 

Studying consumer behavior is important, and of particular importance is the 
evaluation of consumer groups with unsatisfied needs or desires. Through their extensive 
studies into consumer behavior, Engel, Kollat, and Blackwell have been able to establish a 
framework or model which has attempted to replicate the on-going consumer behavior 
process (Engel and Blackwell, 1982; p. 687). The EXB model was chosen over other 
models as the framework for this study because of its treatment of evaluative criteria and 
beliefs in the alternative evaluation stage. 

The EKB model is built on a central construct called the decision process. This 
consumer decision process can be divided into five stages: problem recognition, search, 
alternative evaluation, choice, and outcomes. 

The EKB model expands on the decision process. It organizes groups of related 
and interrelated variables into a progression or hierarchy of effects which act upon the 
separate decision process stages. In 1982, Engel and Blackwell divided the EKB model 
into two areas: high involvement and low involvement. High involvement decisions were 
those deemed to have a great deal of relevance and pertinence for the individual, while low 
involvement decisions lacked the personal relevance in the sense that consumers’ 
perceived small risk that a wrong purchase decision would be made. Engel and Blackwell 
confirm that perceptions and expectations of quality are typical of high involvement 
consumer decisions (p. 419). 

The product evaluation or “alternative evaluation” stage of the EXB model is of 
particular relevance to the study of consumers’ perceptions of quality, expectations of 
quality, and the importance of quality in the assessment of consumer behavior during the 
purchase process. The model indicates numerous influential factors which affect the 
alternative evaluation stage of consumer behavior. Evaluative criteria, for example, is 


included as a decision process variable. Evaluative criteria are defined as ‘desired 
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outcomes from choice or use of an alternative expressed in the form of the attributes or 
specifications used to compare various alternatives” (p. 414). Price, brand, performance, 
and durability are but a few criteria upon which a consumer may evaluate and compare 
products. This study on consumer's perceptions, expectations, and attitudes toward the 
importance of quality, intends to examine quality as an evaluative criterion for consumers 
of selected ready-to-wear apparel. As the model suggests, other factors such as price 
and brand will also have to be included in order to gain more thorough understanding of 
the interplay between subjective and objective decision criteria. 

As Engel and Blackwell (1982) have indicated, evaluative criteria are not the sole 
influential factors on ultimate product choice. There are many other variables or 
conditions which affect behavior. These variables include beliefs, attitudes, and intention; 
and motives, lifestyle, normative compliance, and informational influences. In addtion to 
these decision process variables, the EKB model includes external influences such as 
cultural norms and values, reference group and family, and unanticipated circumstances. 
When a researcher attempts to utilize the EKB model as a conceptual framework, and in 
particular decides to focus research on one specific area of the model (such as on 
evaluative criteria), it should be recognized that a complete explanation of consumer 
behavior cannot be confirmed by that research because of the numerous externa! and 
internal mediating influences that affect the consumer during the decision process. 

The definition of evaluative criteria as a major factor in consumer evaluations of 
products, adequately establishes a framework for the study of quality as an evaluative 
criterion for selected ready-to-wear apparel. A study of evaluative criteria, however, 
would not be compiete without examining some other major factors such as beliefs and 
attitudes. Beliefs, according to Engel, Blackwell, and Kollat, are the perceptions of a 
product by a consumer, created by the linking of collected information on that product and 
certain evaluative criteria. Beliefs are highly subjective and highly changeable. Belief 
formation and belief change are the primary goals of many marketing strategies (Engel and 
Blackwell, 1982). 

Similarly, Fishbein (1975) has defined beliefs as an individual's “subjective 
probability judgements concerning some discriminable aspect of his world”, or more 


specifically, the "subjective probability of a relation between the object of the belief and 


7 
ae os 

a ee 

iter site aa: nv kere a ma veo 


Oran 4 taut ert ie 
eg sh) bw Sah nena 
90 6 eri os tthe ed noes : ~e 


Reta eesty ol 7 ind 


re es 4 oy enir es eee 1) oe ee ee > Cue 
g ar j 5) Ag; OS ime: issom-0% se pais @ ao tes? 
vel (ee Bain) iJ - entra Of ees | ¥' @ | 
s oa resoce be) J Wy 
ie ' S..968 Kettrvice elite , e aaah 
‘sien 4 -_ ye tee ypeget 


i ohn of 


' ; >in vel ay 7% awd coon 


‘ » 
us ie \ 7 0 Vind ee p= iy *% \ ¢) ete 
. 
, reenon le 
ii We Te’ = 
y . one | oa H.'s - . Cutie 
yo a | ered “al 
} 
af (Bl es uae" | — 

at qn as ie ayers i Ved oh 4 we ot ones © v 


ee ee el ua jit =e itaiers Gren 
= 7 e¢iee ott 


’ > @ VY Ghw ee - 
co: Pe a) hae 7) Ars re ' Gem £2 
iT mpg ee at es y gist gorelep tre 
a é ai ws taht Mantis or > 54 =< 108 ra oC) Stat ary 
; ae 
hou ¢ 2 fide lue@ erti Mase wg , OSS ‘eae oY es 
t mT oer eratlihs, © : dé a 4 Lome 9 ERIN 


ree sigeayeret) opt se aanae 
© tags SP eegen 0 ret aren hd Fa yu “2s - ‘wae 


=. 


es 4 


+7 
= 
i is ae 


Pewee oe. = 
- | =i 


i 
_ 


36 


some other object, vaiue, concept, or attribute.” (p. 131) 

Engel, Blackwell, and Kollat have also indicated the importance of attitudes in the 
evaluation process. Engel, Blackwell, and Kollat as well as Fishbein, define attitudes as 
positive or negative dispositions toward objects and/or acts. Fishbein further states that 
as a person forms beliefs, attitudes are also automatically and simultaneously formulated 
toward the object of the beliefs. Fishbein theorizes that individual! beliefs and attitudes are 
determinants of behavior; but within his theory of attitude formation, it is beliefs that play 
a key role. Fishbein maintains that salience of beliefs, the importance of beliefs, and the 
evaluative criteria associated with eacn, are what form attitudes; and are the concepts 
upon which he built his expectancy—value model. This study of consumer beliefs about 
ready-to-wear apparel quality, based upon the examination of perceptions of quality, 
expectations of quality, and the importance placed upon quality, is based on the EKB model 


which in turn reflects concepts in the Fishbein Expectancy—Value model. 


B. Selection of Consumer Respondents 

Actual purchasers of Eaton’s merchandise were selected for this study. Eaton's 
was chosen over other retailers for the study because it is one of the few major Canadian 
retailers with an established, in-store, quality control research bureau. As the researcher 
was an employee with Eaton's at the time of data collection, the necessary contacts 
essential to questionnaire production and distribution were facilitated. 

Eaton's regularly checks the quality of in-coming, house label merchandise; 
however, most of their advertising of the quality control bureau and quality program 
usually emphasize housewares and appliances rather than apparel standards. Consumer 
awareness, therefore, of textile/apparel quality control at Eaton’s may not be widespread. 
Eaton's was decidedly a good choice for a quality study in apparel precisely because few 
consumers may recognize Eaton's broad quality control program, and this might result in 
more sincere” reflections about quality in general. Furthermore, the results from the 
study should indicate the overall effectiveness of Eaton's quality control program. Results 
from a study with a focus on consumer's perceptions and expectations of garment quality 
was considered to be of value to Eaton's and their research team by helping them to 


re-examine their quality standards. 
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The sample of consumers was restricted by two factors: economics, and 
estimates of sales volume during a one-week shopping period at Eaton's. A finite sample 
of manageable size was established, based on a percentage of weekly transactions from 
the children’s wear deparment sales record at the Toronto Eaton Center store. The 
children’s wear department at the Toronto Eaton Center was chosen for the estimate base 
due to their high sales volume. The five major metropolitan Toronto Eaton's stores 
selected for the study included the Toronto Eaton Center, Sherway, Yorkdale, 
Scarborough Town Center, and Bramalea. These stores comprise a census of the Toronto 
Eaton's branches, ensuring a diverse sampling of downtown shoppers, visitors, and 
suburban shoppers encompassing the western, northern, and eastern Toronto boroughs. 
The initial survey distribution size was set at 2,500, although the figure would ultimately be 
governed by the number of individuals who made a purchase from one of the two 
participating departments within the previously mentioned stores during one business 
week from August 16 to August 22, 1982. 

The third week in August was selected primarily because it was between 
promotional campaigns. Sales for the summer stock preceeded the distribution; 
therefore, ample sale merchandise was available during the survey distribution. Similarly, a 
week of fall promotionals followed the distribution and guaranteed new merchandise 
availability for the consumer during the week of the survey distribution. Due to low sales 
in some departments, not all surveys were distributed as anticipated; and in some cases, 
survey quantities were depleted prior to the closing date. By August 22, a total of 2,382 
survey questionnaires were distributed; and the last response was received by September 
30, 1982. Eaton's managers whose departments were enlisted for the study, were 
contacted by both phone and letter to confirm participation and distribution dates. 
Follow-up letters were distributed to all individuals involved (see Appendix C)). 

The respondents to the questionnaire fall into the category of "convenience 
sample” (Churchill, 1979, p. 300). Because the respondents happened to be “at the right 
place at the right time”, it is impossible to determine whether they are representative of 
the target population. An attempt at achieving representativeness, therefore, was made by 
sampling clients from each of the five Eaton's Toronto stores. The study, as indicated in 


Chapter |, was designed for exploratory purposes; therefore, anon-probability sampie 
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was deemed appropriate for generating ideas and insights into the question of quality. 


C. Description of the Instrument 

The instrument used was developed by the researcher. Some of the survey 
questionnaire items were patterned after those incorporated in the Sproles (1977) 
research on clothing orientations. 

Two Identical sets of questionnaires were printed to facilitate distribution and to 
organize the responses. One was entitled Consumer Opinion Survey of Children’s Wear, 
and the other entitled Consumer Opinion Survey of Misses’ Sportswear (see Appendices A 
and B.). The questionnaire, although four pages in length, was printed back to back in order 
to conserve paper resources, and to appear less lengthy (and thus less intimidating) for the 
prospective respondent. Each questionnaire had a series number, from 1 to 1,250, 
printed on the upper right hand corner of the first page. The series number identified the 
store (branch) of origin, and also functioned as a numerical record of questionnaires 
distributed and returned by both stores and participants. 

The questionnaire was designed to elicit consumer opinions on the following 
topics: (a) importance of quality relating to ready-to-wear apparel in general, and to a 
specific purchase; (b) expectations of quality relating to ready-to-wear apparel in general, 
and to a specific purchase; (c) perceptions of quality relating to ready-to-wear apparel in 
general, and to a specific purchase; (d) definitions of quality; and to obtain information on: 
(e) types of garments purchased; (f) who intends to wear the garment; (g) price; (h) 
demographic variables; and (i) survey participation. The instrument was pretested with a 
small sample of consumers who made purchases from the children’s wear or misses’ 
sportswear departments at the Toronto Eaton Center on July 29, 1982. 

The questionnaire was divided into three sections: A, B, and C. Section A was 
designed to elicit responses pertaining to the immediate apparel purchase. To ensure 
continuity of responses, questions concerning quantities and types of garments purchased 
were essential. To encourage consumer response, and facilitate their answers, questions 
in Section A were of short answer format. Although a higher number of multiple-item 
purchases was expected from the children's wear department, it was anticipated that 


consumers would likely buy one to three items from any one department. For this reason, 
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space was allotted in questionnaire items 4 to 6 for purchases of up to three pieces of 
apparel; however, respondents were at liberty to include all items from their entire 
purchase. The researcher, in coding, was prepared to accommodate a large number of 
responses pertaining to these questions. 

Personal research interest resulted in questionnaire item 3. When compared with 
their ultimate responses to the quality question, would consumers’ perceptions, 
expectations, and the importance of quality change with the intent of their purchase? 
Price was not considered a primary issue in this study; however, no study on quality would 
be complete without including it. Price and sale price information, therefore, was included 
and appeared in questionnaire item 4. 

Section A pertained to a specific, immediate purchase because it was felt that the 
consumers’ feelings toward their purchases would still be foremost in their thinking. 
Consumer studies in the past have suggested consumer apparel dissatisfaction appears 
after wear and care; therefore, this study wanted to explore consumer expectations and 
perceptions of apparel at the time of purchase in the hopes of obtaining insight into 
consumers’ pre-purchase thoughts on apparel quality. Questionnaire items 5 and 6 were 
designed to elicit such a consumer response on expectations and perceptions concerning 
their immediate purchase. 

To facilitate consumer response, Section B utilized the Likert scale format. 
Questionnaire item 7, although a continuation from Section A, was included in Section B 
due to format. Item 7 (g), in particular, was aimed at eliciting responses to the thesis 
objective-—importance of quality. The remaining subsections 7 (a) to (f), (h), and (i) covered 
areas frequently cited as reasonable appare! "features’ which might be important to 
consumers at the time of purchase. The next fifteen questions in Section B, numbers 8 to 
22, were intended to elicit consumer responses to statements which pertained to apparel 
in general. Each question belonged to one of the three main concepts: perceptions, 
expectations, and relative importance. Five questions from each category were developed 
and arranged in random order for inclusion on the questionnaire. The theme of quality, 
plus the criteria cited in questionnaire item 7, were combined to ensure a mix of 
statements. Consumers were encouraged to add their own opinions in order to provide 


the researcher with complete feedback. 
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Questionnaire items 23 and 24 were included to provide information on 
consumers’ definitions of quality. From research, durability has often been equated with 
quality; this resulted in the development of questionnaire item 23. In the case of 
questionnaire item 24, an assortment of criteria were included which might represent 
quality to the consumer. Again, as in questionnaire item 7, the consumer had the 
opportunity to include any definition of quality which may have been missing from the 
group. 

Section C format reverted to short answer. The items were for descriptive 
purposes, to obtain data on variables for determining differences in expectations, 
perceptions, and the relative importance of quality among the various consumers. 
Occupation, per se, was not included in this study; but rather, overall employment status 
was included due to perceived limit of "spending" doliars within the average household 
today. Employment status information was obtained, therefore, through questionnaire 
item 28. 

Consumers could respond to the questionnaire more than once. In the event of a 
multiple respondent, responses to questions in Section A and question 7 would be new, 
and therefore were included in the overall totals. For the multiple respondent, replies to 
the general questions in Sections B and C, however, were considered redundant and were 
therefore excluded from many of the analyses, based on affirmative responses to the final 


question on previous participation. 


D. Analysis of the Data 

The exploratory questions were answered by calculating frequencies, 
percentages, or means for each variable. The SPSS programs ‘Frequencies’, ‘Breakdown’, 
and "Crosstabs” (Nie, Hull, Jenkins, Steinbrenner, & Bent, 1975), and "Mult Response” (Hull 
and Nie, 1979) were used to determine frequencies for group responses and to determine 
differences in means where appropriate. In addition, the contingency statistic eta, which 
indicates "dissimilarity of means on the dependent variable within the categories of the 
independent variable” were utilized where applicable (Nie, Hull, Jenkins, et al, p. 230). 


According to Nie, Hull, Jenkins, et al, when the dependent variable and the independent 


variable means are identical, eta will be zero; however, "should the means be very 
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different, and the variances within the categories of the independent variable small, eta 
increases toward it maximum value of one” (p. 230). 

Using the SPSS program "Breakdown, means for the dependent variables, were 
calculated for each category within each independent variable. Then, in order to measure 
the associations between dependent and independent variables, the SPSS program 
"Crosstabs” was utilized to determine eta values for each question. Where the use of 
means and the eta statistic were inappropriate, frequencies and modal responses, 


calculated by using the SPSS prgram "Mult Response”, were utilized. 
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IV. FINDINGS 


In this chapter, descriptive analyses of the survey response, survey respondents, 
garments purchased, garment prices, garment wear estimates, and garment quality ratings 
are presented. In addition, analysis of the Likert scale questionnaire items and analysis of 


exploratory questions are covered. 


A. Analysis of the Survey Response 

A total of 250 survey questionnaires were given to each children’s wear and 
misses’ sportswear department at the following Eaton's stores: Toronto Eaton Centre, 
Scarborough Town Centre, Bramalea, Yorkdale, and Sherway Gardens for distribution at 
the point-of-sale. Due to circumstances during the distribution week, however, the 
children’s wear department at Yorkdale, children’s wear at Sherway, and misses’ 
sportswear at Scarborough distributed 217, 213, and 202 copies of the survey 
questionnaire, respectively. In all, 2,382 survey questionnaires were distributed, and 448 
survey questionnaires were returned by mail. A return rate of 18.7%, therefore, was 
obtained. 

Percentage distributions were calculated to illustrate the distribution of 
respondents among the various store branches. Similar percentages were calculated to 
show the overall distribution of responses from the two departments; and also to show 
the distribution of department response according to the participating branches. These 
figures are presented in Table 1. At 28.4%, the most frequent response originated from 
the Scarborough Town Centre branch, while the Sherway Gardens branch, at 24.4%, had 
the second highest return rate. Overall, the responses appear equally divided between the 
children’s wear and misses’ sportswear departments. When categorized by branch, the 
greatest number of responses originate from the misses’ sportswear department in three 


of the five cases. 
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Table ] 


ANalysiseot.-the Survey Response 


Branch Response (n= 447) Percentage 
Scarborough Town Centre 28.4% 
Sherway Gardens ele 
Bramalea PESO) 
Yorkdale 1962 
Toronto Eaton Centre 1520 


Department Response (n= 448) 


Children's Wear DO we 
Misses' Sportswear 49.8 


Branch Response Reported by Departments 


Scarborough Town Centre (n= 127) 


Misses’ Sportswear 46.5 

Children's Wear 53.5 
Sherway Gardens (n= 109) 

Misses! Sportswear ee 

Children's Wear 48.6 
Bramalea (n= 76) 

Misses' Sportswear Le 

Children's Wear Sie) 
Yorkdale (n= 68) 

Misses' Sportswear Pio) 

Children's Wear ol 
Toronto Eaton Centre (n= 67) 

Misses' Sportswear wiepye 

Children's Wear 44.8 


ey noe ted ; oe. 
a 


aT ha ie a) zg . ¥ 
seleeat 
pepee a 


ued Gebet as 


e. 


44 


B. Demographic Analysis of the Survey Respondents 

Demographic analysis of the respondents is presented in Table 2. Included are the 
percentages for the sex of the respondent, age, family description, employment status, 
and educational levels attained. Percentages for the demographic variables, organized 
according to respondents from the misses’ sportswear and children’s wear departments, 
were Calculated and also appear in Table 2. 

Of the respondents to the questionnaire, 97.0% were female; with the higher 
percentage of male responses from the children’s wear department. In terms of age, a 
total of 31.1% of the respondents were in the 32 to 38 age bracket. For children’s wear 
respondents, 47.2% were in the 32 to 38 age bracket, while the most frequent misses’ 
sportswear respondent was 25 to 31 years in age. Over half of the total group were ina 
family situation with two parents and children present within the home. Of the children’s 
wear respondents, 85.3% were in a similar family situation; however, 35.2% of the misses’ 
sportswear respondents were single with no children. 

Half of the respondents were employed, either full-time or part-time and 30.3% 
were non-working. Employment status amongst misses’ sportswear repondents and 
children’s wear respondents was similar to the frequencies reported by the total group, 
with the exception of a higher incidence of "other (includes students)” purchasers from the 
misses’ sportswear department. One quarter of the respondents had completed high 
school or the equivalent, and 22.8% had completed a Bachelor's degree. Educational levels 


among the clients of the two departments reflect similar frequencies to the total group. 


C. Analysis of Garments Purchased 
A total of 1,458 garments were reported purchased by response to questionnaire 
item 1. Of those garments, 1,030, or 70.6%, were purchased from a children’s wear 


department; and 428, or 29.4%, were purchased from a misses sportswear department. 
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Table 2 


Demographic Analysis of the Survey Respondents 


p ‘ Wi s‘ 
Demographic Variable Total Group sar ith re 
Wear Sporteweer 


er ee ae Oe ee EY Oe ne a oe ee ee ee 
SEX (n= 428) 


Female 97 .O% 95.4% 98.6% 

Male 3.0 fads tet 
AGE (n= 434) 

11 and under 0.2 0.0 ORS 

ka = 17 2.5 2.8 2.5 

18 - 24 10.4 4.6 W6e2 

2D) =a 20.0 elven 19.0 

Deo 31.1 47.2 14.8 

39 = 45 V4.3 7.9 10.6 

46 - 52 8.1 alk 14.8 

Eee Pee) 7s0 Paes) t2e0 

60 and over Sao 265 9.3 
FAMILY DESCRIPTION (n= 430) 

Couple with children still at home 60.0 B55 SL.5 

Single (including divorced and widowed) 19.5 | Soc 

no children 

Couple with children no longer at home 8.4 2.3 14.6 

Couple, no children Ved be a7 

Single with children still at home Bry / Ley, Esl 

Single with children no longer at home 0.5 0.5 0.5 
EMPLOYMENT STATUS (n= 422) 

Working, Full-Time 38.2 31.6 44.8 

Non-Working 30.3 5526 24.8 

Working, Part-Time 20.1 23.6 67 

Other (Includes Students) (yolk 9.0 13.8 
EDUCATION (n= 391) 

Completion of Secondary Education/ 25.8 Par ey | 26.9 

Certificate 

Completion of University, Bachelor's 22.8 Zoe 20n> 

Level 

Some university, below the Bachelor's 18.4 19.6 Vis 

Level 

Post-Graduate Was Om Wea 

Some Secondary Education lOm> 8.8 eee 

Non-University Training (Technical) 5.4 See 5.6 

Other Dio | 2.0 

Elementary Education 220 aa bine) 
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Although 1,458 garments were reported purchased, responses to questionnaire item 2 
identified only 1,186 of the garments by type. The garments identified in questionnaire 
item 2 represent 81.3% of the total. Percentages, based on the 1,186 garments, were 
calculated for each of the different garment types purchased. These figures are 
presented in Table 3. Similarly, percentages for the different garment types purchased, 
based on the department of origin, were calculated. These figures are also presented in 
Table 3. (It should be noted that the garment type “hat” does not appear in Table 3, but will 
appear in all remaining tables. Respondents did not include hats in their responses to 
questionnaire item 2, but did include the item in their responses to questionnaire items 4 
and 5. Actual numbers of purchased hats, therefore, is unknown.) 

The two most frequently purchased garments were jeans (20.2%) and blouses 
(19.0%). Of the jeans purchased, 89.2% were purchased from a children’s wear 
department; whereas 56.0% of the blouses were purchased from a misses’ sportswear 


department. 


D. Analysis of End Use of Garment 

A total of 472 responses were recorded to questionnaire item 3 which pertained 
to the end use of the garment. These included the responses from multiple-item 
purchases, as well as indications of more than one end use for some of the garments. 
Percentages based on the response frequencies for the total group and for the 
department of purchase origin were calculated. These figures are presented in Table 4. 

For the group, 45.8% stated the garment purchased would be worn by self. For 
children’s wear respondents, 76.7% of the responses indicated the garment purchased 
would be worn by amember of the family; and for misses’ sportswear respondents, 


88.1% of the responses indicated the garment purchased would be worn by self. 
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Table 4 


End Use of Garment 


Percentages 


End Use Total Children's Misses'! 
Group Wear Sportswear 
Worn by Self Np arey2 3.4% 88.14% 
Worn by Member of Family el 7627 S51 
Gift for Member of Family 9.3 W227 2299 
CiEt fora hriend BS 6.8 Ovi 
Other Oe 0.4 0.00 
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E. Garment Prices 

Garment prices ranged from $0.99 to $325.00, and were coded in five doliar 
increments up to $100.00. Most garment prices reported were under $100.00: therefore, 
those over $100.00 were coded within a single category. Percentages for both original 
and sale prices, based on total group responses to questionnaire item 4 were calculated 
for the individual garment types and appear in Tables 5 and 6. 

For the total group, most garments were priced between $5 and $10 These prices 
likely appear low due to the greater number of garments purchased from the children’s 
wear department. Frequencies of garment prices for the children's wear and misses 
sportswear departments are presented in Appendix D, Tables D1 to D4 

For children's wear respondents, garment prices ranged from $0.99 to $60, with 
the most frequent original and sale prices of $5 to $10 (Tables D1 and D2). For misses 
sportswear respondents, garment prices ranged from $0.99 to $325.00, with the most 
frequent original price of $35 to $40; and the most frequent sale price of $5 to $10 


(Tables D3 and D4). 


F. Garment Wear Estimates 

Frequencies of garment wear estimates, in days per week, were calculated for the 
total group based on responses to questionnaire item 5 (Table 7). Responses ranged from 
1 to 7 days per week. For each garment type, most were expected to be worn 1 or 2 
days a week, with the exception of swimwear, nightattire, and shoes, where 28.6% of the 
respondents reported garment wear of 3 days per week; 29.5% reported garment wear 
of 3 days per week; and 33.5% reported garment wear of 7 days per week, respectively 

Frequencies for garment wear estimates, in months per year, were also calculated 
for the group (Table 8). For each garment type, responses ranged from 4 months to 12 
however, the most frequent response was 6 months and applied to dress slacks, jackets, 


shirts, cardigans, t-shirts, shoes, combination outfits, and shawls. 
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Frequencies for garment wear estimates, in years, were similarly calculated for the 
total group (Table 9). For each garment type, responses ranged from 1/4 of a year to 20 
years; however, the most frequent response was 2 years which applied to shorts, slacks, 
shirts, blouses, cardigans, dresses, t-shirts, joggers, knickers, and hats. The second most 
frequent response was 1 year and applied to swimwear, jeans, jumpers, nightattire, 
lingerie, shoes, combination outfits, and non-apparel. 

Wear estimates reported by children’s wear and misses sportswear respondents 


will be discussed in Section |. 


G. Quality Ratings for Garments 

Frequencies for the garment quality ratings, based on responses to questionnaire 
item 6 for the total group, were calculated. These figures are presented in Table 1.0, For 
the individual garment types, most were assigned a medium quality rating, with the 
exception of shirts, lingerie, vests, and combination outfits where a high quality rating was 
assigned. Suits and textile related items shared equally (50%) medium and high quality 
ratings. 

Quality ratings reported by children’s wear and misses sportswear respondents 


will be discussed in Section |. 


H. Analysis of Likert Scale Questionnaire Items 

Table 11 presents the frequencies and means for the total group to questionnaire 
items 7 (a) to (h), and 8 through 24 (r). Frequencies and means for the same questionnaire 
items, but separated into children’s wear and misses sportswear responses appear in 
Appendix E, Tables E1 and E2, respectively. 

For the total group (Table 11), results for many items indicate neither agreement 
nor disagreement. Of particular note, however, are the stronger agreement or 
disagreement with questionnaire items Q 24 (e), (hi, (l), and (q). Apparently, consumers are 
concerned with the fit of garments: and define quality as garments which are neatly 
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Table 10 


Quality Ratings for Garments 


Rating 
Garment Type Low Medium High 
pemceeee te Ve 5h See eee 
Shomts/ Culottes Vela 60.3 % 3201 4 
Dress Slacks/Trousers Wee SOSH: 41.) 
Jacket/Blazer 2.8 50.4 Lene 
Skirt 120 44.4 54.5 
Blouse/Shirt O*7 5141 48.2 
Cardigan/Pullover Sweater 0.5 60.3 39.2 
Press 0.0 66.7 33.3 
Suit 0.0 50.0 50.0 
Swimwear 0.0 64.3 35.7 
Pe=ohert. 7 Lop ent S567. eee 
Track Suit/Sweat Suit 0.0 69.5 30.5 
Casual Jeans/Cords 1.9 49.7 48.4 
Jumper/Jumpsuit fee 54.8 38.7 
Nigitatctare 0.0 54.2 45.8 
Lingerie 4d 43.4 52-1 
Textile Related/Blanket 0.0 50.0 50.0 
Shoes 0.0 SES 66.7 
Weatherwear/Coat /Parka 5.9 64.7 29.4 
Vest 0.0 36-4 63.6 
Knickers 0.0 oe) 46.7 
Combination Outfits 0.0 25.0 275.0 
Non-Apparel/Umbrella 0.0 75.0 25.0 
Hat 0.0 100.0 0.0 
Shawl 0.0 60.0 40.0 


Deere ee ee 


Tt) ee he 2) 


pal 
a 
in: 
bas 707h 
ne coul Jews sie 
. ah (o> ena 
“4 2 tveq@t 
Jf e712: 
oe ehtagne 
oy = cake ue pba eS SOReF 
de nent 
oa wwaeQ\, 2000 


6251460. 


64 


72s  PenuE.UOs 


BS°¢ O°dt O°Sh €°¢2 "°@ 4°9 queqzuos OFQFJ OU UITA JETT Twey wT (uy) 
. ¥ 2 ; _ : poo’ 
26°¢ 6°S1 9°h9 ¢°9I ie £°0 St (8)juAwsIeF |BUY yO AyTTenb ayy (2) 
g2°2 2°9 0°02 ANKE 6°h2 ANS || puelsq Stuy Anq Atvensn I Gab) 
29° 8°61 1°26 €*61 9° ra ie 
81e9-034-Asea (ese)stT (Ss) iUadsEF, ayy (a) 
GOSS e 9 ° e e 
oat I"SS e*fe 6°1 Ot epeo [Tom (ase)yst (S8)JUewIe? eyy (Pp) 
O1°h Ge "°6S Ot cal bol (8)INOTOD 84uy PEXTT I (2) 
8O°h €°2¢ 8° 1S 6°8 nS oat atTqeeoude (orem)sem (S)aotsd ayy (q) 
19°¢ %6°h1 %6°2S *8°Sl %S°S %2°9 eTqeuoyusey (asea)sem (8) UewIes 9Yy (8) 
:08ne29aq 
Kepoy (8) yuswsed ayy fnq 04 paptoep 1 *¢Z 
S uy] ¢ 2 \ uotysand 
=x n“ > i 4 o on 
® o (e.) CO @ ~ Leo Cp 
p 4 4 Te a ie 
=) ° ® co i) @ Oo 
i) oe oe. fo) mas 
a) @ + 409 
~ [se | ) Cd 
«& © ® a< 
> 
> I0 
[o,.) an 
4 a0 
e ® 
® 


Suotysand aTeos -- 


dnoiy [e3O] JOJ Safouanbasry 


tL 9TQeL 


65 


rs penutquos 
*eotud uey3 
£o°d ¢€°Ou 9°6¢ 2°92 9°02 Zce queyroduy esom st AytTenb yuemIeH °2) 


*sotad wey. yueqroday sso 
She? Goh 9°21 ¢°92 Leth e°S1 ST juomres @ JO OTVS-JO-eBwe SUL °I1 


*4% z0zy er0u Led 04 Savy 03 3dedxe 
I ‘qyuemred oTqeinp @ juwA J JI °Ol 


e9°¢ G°el 9°05 2°2h 9°h1 Leh 
*ats 
ot pe Cet ern O°d¢ B°Ss wey, eTf38 UT peureou0S e10m we T °6 
*euty ZuotT wv 10J seseyoind ZutyzOTS 
fu reom 04 300edxe yOu Op I ‘seTf3s 
ZuyZaeys 07 end ° 
g90°2 %L°2 %0°6 %9°h1 % 9°ee % 6eHS pue spuer, uotysey JuyFZueyo OF 8 


Sn nn nnn nnn eed ttt EESSESS aE 
S A ¢ 2 L uot send 


Ban 


suotysend eTeos -- dnoup [e,O] 10J setousnbasy 


penutyuog -- Ll eTaeL 


66 


*** peanut zuog °41 105 
azow fed 04 eavy nok Squeured AXTTen 
69°¢ O°Sl 6°25 4°OL L°St h? | 03430q & yuem nok JT ‘skep eseuL °Sl 


°4y% Zutyonoy fq 


62°¢ 8°9 g°gh 1°S2 4°02 6°¢ quewres e@ yo AqtTend eyy TT93 Wes I “di 
uprepuezeqns, 
St zexreu 8,fepoy uO SyzUuSeMIEZ JO 

16°2 6°9 6°61 gree o°" 2°¢ kyttend ey. eqtsosep 02 prom poos y °91 


°gel1048 [Tye er 480u Wor squeares 
6<°¢ o°d 4°25 0°91 t12 Hee kyttenb poo puts 0% eTQe we T °Ch 


*k£YFTenb’ s0ofTszedns jo queMre? v 
qoedxe p[nom JI ueqy acegel Jeuztsep v 
Og*¢ 2°oe NONE. O°2) ook [29 UFR JUeBTE, Bw eseydInd 02 eremM T JT °HIh 


*uoTyses 
JO gno exe foyy osneseq wey y Ie0M 
4,00m [I 3nq ‘poo ATxoeJI98ed ore 4eq4 

hor’ Bhi %O°NS %2°2h %6°62 BL°1h eqoxprem AW UT SUEDE? eavy TITIS I °<l 


uot ysend 


suoytysend etTeos -- dnorp [ezOL 103 satouenbesy 


paenuTzUuoD -- Ll sTqeL 


67 


See a DiO TEU Ol) 


Lace o°1 
(SARA Ga 
Lece S°O 
Sa4 €°sS 
ene? %9°9 
<< 

3 4 
(=! 


g°6h 


edt 


g°<h 


ech 


% 6°hS 


*Sutyy ewes ey}, ueew wAaFTend 


*¢2 


tee 


“te 


°02 


"61 


€°Oh "°SG Gaci queared,, puw yAITTFQVInp AWeMIBOy 
eames ey} 91e@ 801039 queuzredep [Te 
2°0l g°6h t°12 ‘kyttend estpueqorem ifeyy JO sur9e4 ul 
*4ue4xe ewos OF HuTIysS OF Wey 
yoedxe skeate J se 3Fq 003 Jeqaowos 
g°t €°ns e°91 ere 48U} SyuemIeS eseyoind ATTensn I 
*ered-JO-esve UeYyy 
6°82 8°02 2°k queyzoduy ezom st AytTend yueurey 
*syuemIVZ, ITSYy 
soy AytTenb Jo sprepueys upezs9d 
% 9°52 % 6°21 % 6°2 BABY FIOTTSIOI Y9OW YeYW SASTTEQ I 
Ne Eee 
S 2 t uot ysend 
a ee ee 
suotysend etTess -- dnory [ez,OL sOJ satouenbasy 


panutyuog -- 


LL esTqeL 


s 
- gabe ete gates dake fase ues 
oF %e' pine Sy 
° 


Frese “st 5 
a Seerey 


= . 
; aed ~~ 
cf Toi see! 4.0! 6.t8 tm cersians Hb np ty lal 
ts al °.3) Raid ou Be ate fe TH Sree Seas 


68 


(xTT2 


pi ‘usutTT ‘Toom ‘104309 °2°t) 
ake seIqty [Teinyeu JO sITIQeJ 
61°¢ S°eh eee. o°d2 L°Se H°¢ WOIJ opem oq T[TA juemMIE? w (Tt) 
qredew [Tes 
<S°h b°2S ¢°on Z°k "°O 4°O y0U [Tye suees g,Uuewre? w (Yq) 


peonpoird sseu you ‘,puty 
2S°2 qeg ove 9°62 G°eh 42k @ JO oud, ST YoTyM QuoMre? w (32) 


66° 6°92 6°2s 6°01 9°2 1°2 eTQez1OJWOD oq TITm queures w (J) 


(°03e ‘suwees peystuty 
*‘speeryy es00T OU °s*t) peystuts 


0S°4 ess 2°sh g°0 4°0 "°O A[Qwou 0Q Tits jueuMres & (0) 
q23e148 JOU 

90° e°d2e 1°@s 6°9 OZ 6°0 YUFIYS YOu [[ta yuewre?s w (p) 
JOJ ered 

Core £°6 4°Oh 2°92 2°12 Geo 04 sseo 9q TIT quemres we (9) 
@9Uty ZuoTt 

nO°h b°gt m2" CG Gre. g°0 w@ JOJ Ie0m [TITa QueMIE? wv (qQ) 


<9°e % O°? % 1°02 % H°ce %0°S" %n°6 eaysuedxe 0q [ITM 3uemred w (vw) 


:suvom AyTTenb fem oy *h2 


uotysend 


uvewW 
WN 
a 
aN 
N 


suotysend eTess -- dnorzy [ey oO] s0OJ satouaenbary ' 


panutjuog -- Lt eTqeL 


evil aa nee 
<a 1am sd To 


- 


7 
sidesvateds af Lik tage 4 


i? @¢ tcy -eeereg © iad 
ines 329. seeks. 
a 


7 a 
ate 6¢see _ 


| . oa) rte O $. ate : anes 
: ; 
a ewet ee @A tii ds = , 2 
; epct «,€4 #. Se ws baal ia pvesal shustat te 5 ret : 
_ eso Stand. aie > Recs ; 7 —— 
. 
= 


69 


2n°2 6°0 g°Ol g°2¢ 6°04 Zon [eqe{t reuFtsep wv (1) 
(°93e *330 qna 
‘peetq ‘unr ‘epey °e°t) anoTOS 
9g°H Geet O° th 1°S be2 g°0 eFueys 4,us90p 4wYy YueMIES wv (db) 
° A Ps uAOp-eu-puBy, @ eq 
OL°¢ 9°61 1°Sh I°<2 £°6 “72 04 ATT Tits 4eU3 auewred ew (d) 
S°2 get 9°2h 4°O¢ co 1h Cort uoFases YFTY IO eIN4NOoOD eyNney (0) 
9n°¢ S°th 6°es 9°92 bent ere 9{Xkys OFeseTO JO yueMre? w (U) 
Ig°e 6°2 L°ee o°d¢ £°le b°Ok eweu pueiq wv () 
Zutuee{[s 10 Juyysva 
Le°h 6°94 Lech [Word G*2 g°0O SATAING [fa JueMre? wv (T) 
SuOTIVIOATY 
86°2 6°S Lute 9°62 G° 1g 0°s qNOUTA ATI [Tha yuemre? w (4H) 
24e¢ Ze-k *% S°Sh %9°1E %2°6 % O°S eTQeuoTysey oq TITm juomre? wv (f) 
a ee ee eee 
= 
3 $ z ‘ e \ uotysend 
ee ee ee ee ee Ee ee eee 
suotzsend ateos -- dnoip TezOL 10J setouenbesy 
PONUTIUO)D = Ll soTqe Ls 


‘ ages 0089 7) eq 
,sel? oor ae ee 


(pees semiesss c=) 


70 


garments with seams that will not fall apart; garments that will survive care; and garments 
that do not change in colour. Findings from the children's wear respondents (Table E 1) are 
similar to those for the total group, with the possible exception of a higher number of 
responses in agreement with questionnaire item 7 (b) which cites price as a purchase 
decision factor. It would appear that a strong reason for garment purchases within the 
children’s wear department, is price. For the misses’ sportswear departments (Table E2), 
findings are also similar to the total group. 

Written responses to questionnaire items 7 (i) and 24(s) were recorded individually 
and organized according to topic. Few respondents indicated the “degree” of their opinion 
on the Likert scale to these questions; therefore, simple percentages, based on response 
and the assumption of overall agreement, were calculated for these items. These figures 
are presented in Tables 12 and 13. For the total group and the children’s wear 
respondents, the most frequent response to questionnaire item 7 (i) was "special need” 
(Table 12). School, in particular, was most frequently cited by children’s wear respondents 
as the special need or upcoming event. For purchasers of misses sportswear, the most 
frequent number of responses were recorded in three categories: need for school or 
special event; cut or fit; and, versatility or co-ordination features. 

Questionnaire item 24 (s) examined the respondent's definition of quality. Of those 
who responded to the question from the total group, standard sizing was most frequently 
identified as a determinant of quality (Table 13). Standard sizing was also most frequently 
mentioned by the children’s wear respondents. Misses’ sportswear respondents, 


however, mentioned garment construction as their quality criterion. 


|. Analysis of Exploratory Questions 


The exploratory questions were answered according to the proposed analysis of 


data outlined in Chapter 3. 


Question 1. Do consumers of children’s wear and consumers of sportswear 
differ in their definitions of quality? 
Definitions of quality were measured by questionnaire items 23 and 24. The means for 


the children’s wear and misses’ sportswear variables, and the eta values for each question, 
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were Calculated. These figures appear in Table 14. Similarities between the two means 
are nore: in all cases; however, slightly elevated eta values are noted in the responses to 
questionnaire items 23, 24 (g), (h), (i), (n), and (p). 

Although findings do not indicate major differences in definitions of quality 
between consumers of children’s wear and consumers of misses’ sportswear; children’s 
wear respondents do appear to have associated quality more with garment durability and 


hand-me-downs, while misses sportswear respondents appear to have associated quality 


with uniqueness, garment construction, fibre content, and classic style. 


Question 2. |s there a difference between consumers of ladies’ sportswear and 
consumers of children’s wear in the importance of quality relating to: 

(a) ready-to-wear apparel purchases in general; 

(b) a specific ready-to-wear apparel purchase? 

The importance of quality relating to ready-to-wear apparel purchases in general was 
| measured by questionnaire items 9, 11, 12, 13, and 20; and the importance of quality to a 
specific ready-to-wear apparel purchase was measured by questionnaire item 7 (g). The 
means and eta value for each item are presented in Table 15. 

Similarities between the two means are noted in all cases; and, eta values for each 
question are also similar, with the exception of items 12, 13, and 20. The slightly elevated 
eta values for these items indicate garment quality” was somewhat more important to 
purchasers of misses sportswear; while price and ease-of—care were somewhat more 
important factors to purchasers of children’s wear. Misses sportswear respondents also 
indicated a relatively low importance of garment fashionability as a major factor in the 
frequency of garment wear (Questionnaire Item 13). 

Findings do not suggest great differences between consumers of ladies 
sportswear and consumers of children’s wear in the importance of quality relating to 
ready-to-wear apparel purchases specifically; however, in general, quality appears to be 


slightly more important to the misses’ sportswear respondent. 


Question 3. Is there a difference between consumers of ladies’ sportswear and 


consumers of children’s wear in their perception of quality relating to: 
Text Continued Page 78 
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(a) ready-to-wear apparel purchases in general; 

(b) a specific ready-to-wear apparel purchase? 
Perceptions of quality relating to ready-to-wear apparel purchases in general were 
measured by questionnaire items 15, 16, 17, 18, and 22; and perception of quality to a 
specific ready-to-wear apparel purchase was measured by questionnaire item 6. The 
means or percentages for the children’s wear and misses’ sportswear variables and, where 
appropriate, the eta value for each question, were calculated. These figures appear in 
Tables 16 and 17 

Similarities in quality ratings are noted between the children’s wear respondents 
and the misses’ sportswear respondent (Table 16). Garments were most frequently 
assigned medium quality ratings, regardless of department. Likewise, similarities between 
the two means and low eta values are noted in all cases (Table 17), with the exception of 
questionnaire item 17 where a slightly higher eta value is noted. Misses’ sportswear 
respondents were slightly more apt to perceive garment quality through touch. 

Findings do not support speculations that differences exist between consumers of 
ladies’ sportswear and consumers of children’s wear in their perceptions of quality relating 


to ready-to-wear apparel purchases, neither in general, nor specifically. 


Question 4. Is there a difference between the consumers of ladies’ sportswear 
and the consumers of children’s wear in their expectations of quality relating to: 

(a) ready-to-wear apparel purchases in general; 

(b) a specific ready-to-wear apparel purchase? 
Expectations of quality relating to ready-to-wear apparel purchases in general were 
measured by questionnaire items 8, 10, 14, 19, and 21; and expectation of quality for a 
specific ready-to-wear apparel purchase was measured by questionnaire item 5. The 
means or modes for the children’s wear and misses’ sportswear variables and where 
appropriate, the eta value for each question, were calculated These figures appear in 
Tables 18 and 19 

Wear estimates, in days per week (Table 18), indicate most children’s wear 
respondents expected garment wear of 1 to 2 days per week, while most misses’ 


sportswear respondents expected garment wear of 1 day per week. Frequencies for 
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garment wear estimates, in months per year, ranged from 1 to 12 months. Most children's 
wear respondents expected garment wear of 8 months per year, whiie most misses’ 
sportswear respondents expected garment wear of either 5 or 8 months per year. 
Frequencies for garment wear estimates in years ranged from 3/4 of a year to 7 years for 
children's wear respondents, and from 1 year to 20 for misses’ sportswear respondents. 
Most children’s wear respondents indicated garment wear of 1 or 2 years. The most 
frequent misses’ sportswear response indicated garment wear of 2 to 3 years. 

Where tested, similarities between the two means and low eta values are noted in 
all cases (Table 19) with the exception of questionnaire item 21, where a considerably 
higher eta value is noted. Children’s wear respondents appear to have expected garment 
shrinkage at the point-of—-purchase more often than misses’ sportswear respondents. 

Specifically, children’s wear respondents expected slightly more frequent garment 
wear in days per week and months per year, whereas the misses’ sportswear respondents 
expected to wear their garments for more years. In general, except for garment 
shrinkage, research findings do not indicate a major difference between consumers of 
ladies’ sportswear and consumers of children’s wear in their expectations of quality 


relating to ready-to-wear apparel purchases. 


Question 5. Are there any differences in importance of quality, perceptions of 
quality, and expectations of quality, among purchasers of ladies’ sportswear who vary on: 

a. age, 

b. family description, 

c. employment status, 

d. education, 

e. store (branch), 

f. end use of garment, 

g. garment price, and 

h. garment type? 
Means or modes for each category of independent variable, and eta values where 
appropriate, were determined for each group of questionnaire items: importance of 


quality, perceptions of quality, and expectations of quality. Findings for the three major 
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groups, importance, perception, and expectations wiil be discussed individually, beginning 


with importance. 


Eta values indicating associations between the independent variables and 
importance of quality appear in Table 20, while more details are presented in Appendix F, 
Tables F1 to F6. For the variable age, the greatest variance in importance is noted in the 
responses to questionnaire items 11, 13, and 20. In response to questionnaire item 11, 
with the exception of those of 60 years and over, ease of garment care appears to gain 
importance with age. In response to questionnaire item 13, individuals of 18 to 24 years, 
25 to 31 years, 32 to 38 years, and 46 yo 52 years are slightly more apt to have apparei 
in their wardrobes which they do not wear due to the out-dated fashions. In response to 
questionnaire item 20, the means range from 2.96 to 4.00, reported by those in the age 
categories 39 to 45, and 11 and under, respectively (Table F 1). 

The greatest variance in importance of quality to those who differ on family 
description are noted by the responses to questionnaire item 7 (g). The means range from 
3.00, reported by single parents with children still at home, to 4.04, reported by couples 
with children no longer at home (Table F2). In terms of employment status, the greatest 
variance in means appear in the responses to questionnaire item 9 (Table F3); and for 
education, the greatest variance appear in response to questionnaire items 7 (g) and 20 
(Table F4). 

For respondents who differ on store (branch) of purchase origin, the greatest 
variance is noted in the responses to questionnaire item 7 (g). Individuals who made 
purchases from Scarborough Town Centre agreed to the statement more frequently than 
others (Table F5). 

Eta values for garment end use were unavailable due to the nature of data; 
therefore, comparisons for this independent variable, in all instances, will be based on 
means. The means reflect the greatest variance in response to questionnaire item 11. The 
means ranged from 1.00, reported by repondents who purchased the item as a gift for a 
friend, to 3.00, reported by individuals who purchased the item as a gift for a member of 


their family (Table F6). 
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The modal response for each questionnaire item was calculated according to each 
garment price category. These findings appear in Table 21. Similarities in modes are 
noted between purchasers of originally priced garments and sale priced garments. There 
appears to be an overall consistency across all price ranges to the responses to each 
statement on the importance of quality. This confirms a certain degree of quality 
importance, regardless of garment price. 

Modes for each questionnaire item were calculated for each category of garment 
type. These figures are presented in Table 22. Similarities in responses were noted for 
each statement There appears to be few differences in the importance of quality among 
types of garments purchased. 

Findings suggest that, first, the importance of quality does not seem to vary 
according to the price paid for a garment; but may vary according to the store or branch 
where item was purchased. Secondly, durability is more important when garments are 
purchased as gifts for individuals outside the family; and, thirdly, concern with 


ease-of-care varies on age and education levels. 


Modes and eta values for the independent variables and perceptions of quality 
appear in Tables 23 and 24, while more details are presented In Appendix G, Tables G1 to 
G6 

In response to questionnaire item 6, individuals 11 years and under, and individuals 
60 years and over, more frequently rated garment quality higher than those in other age 
categories. In response to the remaining questionnaire items (15, 16, 17, 18, and 22), the 
greatest variance in means for perceptions of quality among age groups are noted in 
response to questionnaire item 18. The means ranged from 2.00, reported by individuals 
11 years and under, to 4.00, reported by individuals 60 and over (Table G1). Perceptions 
of paying more for quality appear to increase with age. 

In response to questionnaire item 6, couples with no children and children no 
longer at home, assigned high quality ratings to their purchases. For those who differ in 
family description on the remaining questionnaire items, the greatest variance In 
perceptions of quality are noted in response to questionnaire item 15. The means range 


from 2.75, reported by 
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Table 23 
Ratings of Garment Quality Among Purchasers of Misses! Sportswear 
Questionnaire Item 6, 


Independent Variables 
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single parents with children still at home, to 3.68, reported by couples with children no 
longer at home (Table G2). 

Unemployed individuals, and those of “other” employment status, rated garment 
quality high in response to questionnaire item 6. For those who differ on employment 
status for the remaining questionnaire items, the greatest variance in means appear within 
the responses to questionnaire item 15 (Table G3). 

Respondents with elementary education and those with some university education 
below the bachelor level, rated garment quality high in response to questionnaire item 6; 
however for the remaining questionnaire items, the greatest variance in means for the 
variable education appear in the responses to questionnaire item 22. The means ranged 
from 1.88, reported by individuals with a post-graduate education to, 3.00, reported by 
individuals with other educational training (Table G4). 

In response to questionnaire item 6, individuals who made purchases from 
Scarborough Town Centre, Yorkdale, and Bramalea stores, rated garment quality high. For 
those who differ on store (branch) in response to the remaining questionnaire items, the 
greatest variance in perceptions of quality are noted in the responses to questionnaire 
item 22 (Table G5). 

The means for the different garment end use categories reflect the greatest 
variances in questionnaire item 22. The means ranged from 1.00, reported by individuals 
who made the purchase as a gift for a friend, to 2.32, reported by individuals who 
intended to wear the garment themselves (Table G6). As indicated in the previous section, 
modes for questionnaire item 6 for those who vary on garment end use were 
unobtainable. 

For each garment price, both original and sales, modes were calculated for each 
statement. These findings are presented in Table 25. Similarities were noted in the modes 
between original and sale prices for each statement, with the exception of responses to 
questionnaire item 6. Items which were sale priced were more frequently assigned with 
high ratings of quality. Overall, there appears to be similar perceptions of quality among 
the various price categories. 

Modes for each category of garment type were calculated. These findings are 


presented in Table 26. There appears to be similarities in perceptions of quality among 
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purchasers of various garment types. 

Findings suggest that price and quality perceptions are somewhat associated with 
age, while at the same time, perceptions of quality appear to increase when garments are 
purchased on sale. Respondents agreed that good quality merchandise is not always 
obtainable from most retail stores; and of particular interest, is the association between 
perceptions of quality and gift purchases; and the association between perceptions of 
quality with the store (branch). Findings suggest that as educational levels increase, 


perceptions of quality decrease. 


Modes and eta values for the independent variables and expectations of quality 
appear in Tables 27 and 28, while more details are presented in Appendix H, Tables H1 to 
H6. Similarities in wear estimates are noted for each age category, with the exception of 
those 25 to 31 years in age who expect to wear their clothing purchases for 5 years. For 
those who vary on age in response to the remaining questionnaire items, the greatest 
variance in means are noted in response to questionnaire items 10, 14, and 21. Of 
particular note are the responses to questionnaire item 14. The means ranged from 2.80, 
reported by individuals of age 12 to 17 years, to 4.29, reported by individuals of age 32 
to 38 years (Table H1). With age, quality expectations of designer apparel appear to 
increase. 

Garment wear estimates, as indicated by consumer response to questionnaire item 
5, appear similar for each category of family description; however, in response to the 
remaining questionnaire items, the greatest variances in expectations of quality are noted 
in the responses to questionnaire item 10. The means ranged from 2.00, reported by 
single parents with children no longer at home, to 3.89, reported by single parents with 
children still at home (Table H2). 

In response to questionnaire item 5, working individuals more frequently indicated 
higher garment wear estimates than the rest. In response to the remaining questionnaire 
items, the greatest variance in means for those who very on employment status, appear 
within the responses to questionnaire item 21. The means ranged from 1.79, reported by 
individuals who indicated “other” as their working status, to 2.27, reported by individuals 


working part-time (Table H3). 
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Table 27 
Garment Wear Expectations Among Purchasers of Misses' Sportswear 


Questionnaire Item 


Independent Variables S- For each garment purchased, estimate the number of days in 
one week, and the nusaber of months out of one year that you 
expect the itea(s) will be worn. Also eetiaate the nueber of 
yoars you expect the itea(e) to last. 


Modee 
Days per Week Months per Year Years 
Age 
11 and under 2 os 2 
12-17 1 ? 2 
18 - 2% 1 8,12 2 
25-31 =A 6 5 
32 - 38 ' 8 b) 
39 = 45 1 46,7 3 
4B - 52 1 6 2 
53 - 59 2 4 2 
and over 1 6 2 
tio 
Single (including divorced and widowed), ' 6 3 
no children 
Single with childrea still at home 2 
4,5,10 3 
Single with childrea no longer at hose 1 ? 5 
Couple, no childrea 1 6 3 
Couple with children still at hose 1 8 2 
Couple with children no longer at hose 1 4 3 
Esplovment Statue 
Working, full-time t 6,8 5 
Working, part-tiane 1 & 3 
Mon-Working ’ 6 2 
Other 1 V2 e 
Education 
Elementary Education 2 3 2 
Some Secondary Education 1 ? 2,3 
Completion of Secondary Education/Certificate 1 Ve 2 
Mon-university training (1.e. Technical) q 6,12 5 
Some University, below Bachelor's Level 1 6 ») 
Completion of University, Bachelor's Level 1 8 2.5 
Post-Craduate 1 8 5 
Other 1 10 2,5 
store Origin 
Toronto Eaton Centre \ 8 9 
Scarborough Town Centre ; * : 
Yorkdale : Aedes de 2 
Bramalea ‘ 3 < 
Sherway Gardens u 6 > 
arpent d e Le - - 
Worn by syself = = os 
Worn by a meaber of ay faeily e a 
A gift for a member of ay faaily : R a 
A gift for a friend 7 & - 
Other 
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Similar responses to questionnaire item 5 are noted for those who differ on 
education; however, in response to the remaining questionnaire items, the greatest 
variance in means appear in response to questionnaire item 14. The means ranged from 
3.17, reported by individuals with elementary education, to 4.29, reported by individuals 
with some secondary education (Table H4) 

In response to questionnaire item 5, individuals who purchased garments from the 
Toronto Eaton Centre, Yorkdale, and Sherway Gardens reported 5 years of expected 
garment wear life as opposed to 3 years reported by the rest. For those who differ on 
store (branch) of purchase origin in response to the remaining questionnaire items, the 
greatest variance in expectations of quality were noted in the responses to questionnaire 
item 21. The means ranged from 1.84, for garments obtained from Bramalea, to 232; 
reported by individuals who obtained garments from Yorkdale (Table H5). 

Mode of response to questionnaire item 5, and eta values for those who vary on 
garment end use were unavailable; therefore comparisons of the remaining questionnaire 
items will be based on means. For those who vary on garment end use, the greatest 
variance in means are noted in questionnaire item 14. The means ranged from EMSISy 
reported by individuals who intended to wear the item themselves, to 5.00, reported by 
individuals who purchased the garment as a gift for a friend (Table H6). 

Modes for each category of garment price were calculated These findings appear 
in Table 29. For garment prices, there appear to be similarities in expectations across all 
price ranges, and between originally priced and sale priced merchandise. 

For garment types, there appear to be overall similarities in expectation values 
with the exception of projected wear expectancies, where values differ according to the 
seasonality of the garment (Table 30). 

Findings suggest that: consumers expect garment stability following wear and care; 
consumers do not appear to allow for garment shrinkage when purchasing garments; and 


quality expectations of desiger apparel possibly increases with age. 


Question 6. Are there any differences in importance of quality, perceptions of 


quality, and expectations of quality, among purchasers of children’s wear who vary on: 
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a. age, 

b. family description, 

c. employment status, 

d. education, 

e. store (branch), 

f. end use of garment, 

g. garment price, 

h. garment type? 
Means or modes for each category of variable, and eta values, where appropriate, were 
determined for each group of questionnaire items: importance of quality, perception of 
quality, and expectations of quality. Findings for the three major groups, importance, 


perceptions, and expectations will be discussed individually, beginning with importance. 


Eta values indicating associations between the independent variables and 
importance of quality appear in Table 31, while more details are presented in Appendix J, 
Tables J1 to J6. 

For the independent variable age, the greatest variance in means Is noted in the 
responses to questionnaire item 7 (g) and 9. In response to 7 (g), the means range from 
3.20, reported by individuals 53 to 59 years of age, to 4.33, reported by individuals 46 to 
52 years of age. Inresponse to questionnaire item 9, the means range from 1.20, 
reported by individuals 60 years and over, to 2.33, reported by individuals of both 12 to 
17 years andn 46 to 52 years (Table J1). 

The greatest variance in importance of quality to those who differ on family 
description are also noted in the responses to questionnaire item 7 (g) where means 
ranged from 3.00, reported by single individuals with no children, to 4.13, reported by 
single individuals with children still at home (Table J2). 

In terms of employment status, the greatest variance in means is noted in the 
responses to questionnaire item 11. Responses ranged from 1.90, reported by individuals 
of “other” work status, to 2.49, reported by individuals working full-time (Table J3). 

For education, however, the greatest variance in means appear in response to 


questionnaire item 9. Means ranged from 1.13, reported by individuals of “other” 
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educational attainment, to 2.12, reported by individuals with some secondary education 
Table J4). 

For respondents who differ on store (branch) of purchase origin, the greatest 
variances in means are noted in response to questionnaire item 20. The means range from 
3.04, reported by the Yorkdale respondents, to 3.76, reported by the Toronto Eaton 
Centre respondents (Table J5). 

Eta values, again, could not be assigned to the garment end use independent 
variable; therefore, comparisons will be based on means alone. The means reflect the 
greatest variance in responses to questionnaire item 7 (g), where the means range from 
1.00, reported by individuals who indicated “other” for the purchase end use, to 4.07, 
reported by individuals who purchased the garment as a gift for a friend (Table J6). 

Modes for each category of garment price were calculated. These findings are 
presented in Table 32. Similarities in modes are noted between both original and sale 
prices, across all price ranges. The consistency of responses to statements on the 
importance of quality across all price ranges, indicate a certain degree of quality 
importance to purchasers of children's wear, regardiess of price. 

Modes for each category of garment type were calculated. These findings appear 
in Table 33. Similarities in modes are noted for each statement, and across the range of 
garment types purchased 

In all, findings suggest quality is important to single parents with children, and is of 
particular importance when the item Is purchased as a gift. Surprisingly, working 


individuals do not necessarily look at ease-of-care properties. 


Modes and eta values for the independent variables and perceptions of quality 
appear in Tables 34 and 35, while more details are presented in Appendix K, Tables K 1 to 
K6. 

In response to questionnaire item 6, individuals of 39 to 45, 46 to 52, and 60 
years and over, rated garment quality high In response to the remaining questionnaire 
items, however, the greatest variance in means for perceptions of quality and the variable 
age are noted in the responses to questionnaire items 16 and 17. In response to 
questionnaire item 16, the means range from 2.70, reported by individuals of 32 to 38 
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Table 44 
Ratings of Garment Quality Among Purchasers of Children's Wear 


Questionnaire Item 


Modes 


6. 


Independent Variables How would you rate the quality of the germent(s) 
you just purchased? 


Low /Hediue High 


1) and under 
12 - 17 
16 - 24 
25 - 31 
325-995 
39 - 45 
46 - 52 
oy Ss Sy) 


60 and over 


SNE ARN EINE NEE 


an cription 


as 


Single (including divorced and widowed), 
no children 


Single with children still at home 
Single with children no longer at home 
Couple, no children 

Couple with children still at home 
Couple with children no longer at home 


NNN N SN 


s & Status 
Working, full-tise 
Working, part-time 
Non-Working 
Other 


Education 


Elesentary Education 

Some Secondary Education 

Completion of Secondary Education/Certificate 
Hon-university training (i.e. Technical) 

Some University, below Bachelor's Level 
Completion of University, Bachelor's Level 


VN NN 


WwUN NY NN DE 


Post-Graduate 
Other 2.5 


tore Qrigin 
Toronto Eaton Centre 
Scarborough Town Centre 
Yorkdale 


Bramalea 
Sherway Gardens 


NNN NN 


Garment End Use 

Worn by myself a 
Worn by a member of ay family 

A gift for a member of ay faaily 
A gift for a friend 

Other 
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years in age, to 3.33, reported by individuals of 12 to 17 years in age. In response to 
questionnaire item 17, the means range from 2.50, reported by individuals of 12 to 17 
years, to 4.25, reported by individuals of 60 years and over (Table K 1). 

In response to questionnaire item 6, single individuals with no children rated 
garment quality high; whereas in response to the remaining questionnaire items, the 
greatest variances in means for those who differ on family description are noted in the 
responses to questionnaire item 22. The means range from 1.67, reported by single 
individuals with children no longer at home, to 3.40, reported by couples with children no 
longer at home (Table K2). 

In response to questionnaire item 6, individuals of "other" employment status 
rated garment quality high. In response to the remaining questionnaire items, however, the 
greatest variances in means appear in the responses to questionnaire item 22. The means 
range from 1.94, reported by individuals of “other” employment status, to 2.49, reported 
by non-working respondents (Table K3). 

In response to questionnaire item 6, respondents of non-university training, and 
those holding post-graduate degrees, rated garment quality high. In response to the 
remaining questionnaire items, the greatest variances in means for the variable education 
appear in the responses to questionnaire item 17. The means range from 2.50, reported 
by individuals of “other” educational attainment, to 3.47, reported by individuals who 
completed a secondary education or certificate program (Table K4). 

Similarities in modes are noted in response to questionnaire item 6 for individuals 
who vary on store (branch) of purchase origin. In response to the remaining questionnaire 
items, the greatest variances in perceptions of quality for those who vary on store 
(branch) of purchase origin are noted in responses to questionnaire item 15 (Table K5). 

For those who vary on garment end use, modes of response to questionnaire item 
6 and eta values for the remaining questionnaire items, were unavailable. Comparisons of 
those who vary on garment end use, therefore, will be based on means. The greatest 
variance in means for those who vary on garment end use appear in response to 
questionnaire item 18. The means range from 2.00, reported by individuals who indicated 


"other" as the end use, to 3.88, reported by individuals who intended to wear the garment 


themselves (Table K6). 
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Modes for each category of garment price were calculated. These findings 
appear in Table 36. Similarities are noted in the modes for each of the original and sale 
prices, with the exception of responses to questionnaire item 6 where sale prices appear 
to increase perceptions of quality. 

Modes for each category of garment type were calculated. These findings appear 
in Table 37. There appear to be similarities in modes for each questionnaire item. 

Findings suggest that older individuals, and non-working individuals perceive a 
difference in quality between department stores. Higher quality is perceived with the 
purchase of sale priced items; and furthermore, depending on the garment end use, 


respondents indicate they do not necessarily have to pay more for quality. 


Modes and eta values for the independent variables and expectations of quality 
appear in Tables 38 and 39, while more details are presented in Appendix L, Tables L1 to 
L6. Similarities in modes of expected garment wear are noted in response to 
questionnaire item 5 for each age category, with the exception of individuals aged 53 to 
59 years who expect to wear their garments for only 3 months out of the year, but 
expect their garments to last for 8 years. In response to the remaining questionnaire 
items, the greatest variances in means for those who vary on age are noted in response to 
questionnaire item 14. Means range from 3.17, reported by respondents of 12 to 17 
years, to 4.40, reported by respondents of 60 years and over (Table L 1). 

In response to questionnaire item 5, there appear to be no differences in specific 
garment wear expectations for those who vary on family description. In response to the 
remaining questionnaire items, the greatest variances in means for those who differ on 
family description, are noted by the responses to questionnaire item 8. Means range from 
1.00, reported by single respondents with children no longer at home, to 2.56, reported 
by couples with no children (Table L2) 

In terms of employment status, there appear to be no differences in response to 
questionnaire item 5; however, for the remaining questionnaire items, the greatest variance 
in means for those who differ by employment status, appear in the responses to 


questionnaire item 21 (Table L3). 
Text Continued Page 114 


_ 


_ 


“ va ore) 
- ai i1@e6 7 whe : wet 
Fae ty Se < ip ol 


qusen 4 Bee FF peciin Hv a> uu! Sa! 
7 aes me & 
ae sarbbecghe Scie? peerrs+i) 6 ! Ogee aS 
mt Sao we? aon MH gah telhen @ ase © 
hth avaFion bl atl: uit ; = | ing as _ 
3 Le a ~~ oat yltaaap Aeorey 
son /jat®) a veel fied  npewe ae toe 
»* ede pete? @ 70%. -/ org Sci) eT ee 
4 5 iom pete 
* . . ete Ot otdat ed ee 
ee ere ge oe a a one 4 oqéwiins & 
| ; |. oesi eno 
‘ ay 7 sore alts. OT i e* " ans Otte 6 
- ,; oreg tev e 
; paw etae ey ot? 
Os i n@iy4 2 é 6) reli ewernneey 
7 . oqet Obs os v 
= ine! 2 = erm fe wae 
UivliTe? he yw 2 bi hoee aaa 7) 
aE oi. Sta PPI pike 
jose eiee® ei Giuee’ « irm eu eochag eb 
et Vintyy ee ee ’ pas ot Rese , 
2 Ciel! <q on an 
: - 
ToT : A ant vie q29 Aiiale (ates 9411 atl 
7 
aeay ‘ellahy eT ny ae a a —- wo wey 0 sah eer 
Dt LL “= ares ie as = 
or er 
7 a _ _ é 


qe 6 ea 


io 


a 


. = 


a _ 


! 


098 - 
GS$ - 
0S$ - 


se2TId 


10°Sss 
10°0S$ 
Lo°shs 
1o°on$g 
10°S¢s 
10°o¢s 
10°S23 
10°02$ 
1o°sls 
1o°ols 
1o°ss 
66°$ 


quenres 


= c a3 4 = ¢ = 4 i 2 = 4 
ae - 4 = 2 = ¢ = are - ¢‘2 

241 = h h 2 «t2 Vite nie 4 2 2 
5 t = G‘h - h'2 4 =a’ = 2 
- Gsoe = CECee 5 '¢%e = G - no 't = 2 
2 2 2 4 2 h 2 ¢ a h ¢ ¢ 
Je 2 4) 4 2 he 2 ro ul) 4 4 ¢g 
2 2 4 4 '; h 2 € 4 4 4 2 
2 2 h h h 4 2 2 4 h 4 2 
2 2 y h h 2 2 " 4 2 2 
2 2 " h I 4 2 2 " " ¢ 2 

ates teutsyts0 ates euystso ates (rwysyso etTes [Teutzyzs0 ates Teuy#tso0 ates Teut#tso 
cee mo aC “94 “St *9 

939POH 


guazyl] aifeuuotysan 


i 


Sa2TId JUEUTED :1¥3aKM S,UeIPT TY JO Stageyoing Juowy Kyttends jo suoytydeosadg 
9¢ eTQRyL 


ay + av ~ eile 


A 


a bd 


5 ie «4 cS wy 
» o's epee et oe 
a 


~ 6 


ve eke 
i = 
: or 


es} 


a SEE REISER ee 
= = - = - - Taeys 
= < s = - - eH 

eT Tasqup/teaseddy-uoNn 
SYTJINO uoFZeuTquo) 
srayHotuy 

VSIA 

BxHed/ WBOD/TBORIAY EAM 
saous 

¢‘2 yanueTA/peyertay sty axel 
aysaZuty 
@1F33BIUZIN 
yynsdunp/sedune 


WN 
tas] 
WNW + 
NON 
+ 
N 
La 
N 
i a a 2 
NNN 


Pe 2 
N 
cm 
N 
N 


PENN N KF KH NN KE NN KE NNN AN 


— 


e 
-_ 


PON PON EGY 
w= 
og 
- JT 
N 

aN 


N 
oe 


sp10d/suBvafr Tense) 
VFNS YWOaS/ATNS HIeIL 
dol/ y1tus-L 

JIBVIAWTAS 

VAS 

sselg 


HNN NNN MH 


fas] 
Lam 
N 


JOYBOAS TIAOCT {Nd /uesyppsed 
yAFUS/esnolg 

VAPAS 

Jaze[g/ aHoer 
SlasnorL/syxoeTS sseiq 
$39493OTND/SyIOUS 


N 
zt 
FT TN TITNMNN FS ST Tt 
N 


N 
Be ee em ge on ce ci Vince cm CS QC i GC mt a Sh 


WN 
OW) =p GY) OS) 2p Sp ee ) Sp Sp Sp Sp Si Ss =p bay oy 
~ 
WN 
PN hey <p OO) GY) OS) =e 22 Tay GW) GY WY Gl Oo 
NNNNUN NHN NHN UY 


N 


. 
N 
N 

e 
[-@} 
~ 
ie} 
uN 

- 

Ve} 


adky quaewsey 
gePOW 


| A RES 


sway atltTeuuoytysend 


a ae eee rare aaa 


edkJ, yuemsey :1eaK_ 9,U2IPTTYD JO SreseyoIng FZuomy AzFTend Jo suoy ydeoted 
de eTquL 


: 


‘ 
. 
% 


“a=. © © 


¢ 


s07g008 


“el Aer e 


'f& 
2 

re see bebe fe 6 * 
eet er 
a 
¥ 
fad 
w 


ve 


Dakss sees dele i 


&* ££) bfiow wee 


* 
. «<« € ih 
tos ‘nd 
~_ ie Ww ww Wy 
a 1? 
~ ei a 


a 


a8 
>: 
Foran 
we? of 
an 


iedjiate eeleter = catee 


7 
7“ 


_ 


oxsag) 2 ool \neeest2 


only 
obartud ee 


alerts 'fclehengeenan 
to 


son 


ae 


Table 38 


Garment Wear Expectations Among Purchasers of Children's Wear 
Questionnaire Item 


Modes 


Independent Variables 5. For each garment purchased, eatimate the nueber of days in 
one week, and the number of months out of one year that you 
expect the itea(e) will be worn. Also estimate the nuaber of 
yeare you expect the itea(s) to lest. 


Days per Week Months per Year Years 


1) and under = 
12 - 17 2.304 
18 = 2b 1,2 
2ou=0> ne 


N 


Nw oem nN — 
°o 


Faaily Description 
Single (including divorced and widowed), 
no children 


Single with children still at home 
Single with children no longer at home 
Couple, no children 

Couple with children still at home 
Couple with children no longer at home 


Employpent Status 


Working, full-tise 
Working, part-time 
Non-Working 

Other 


Education 
9 


Elementary Education 


NN = 


N 
- 
°o 
--- = 


Some Secondary Education 

Completion of Secondary Education/Certificate 
Non-university training (i.e. Technical) 

Some University, below Bachelor's Level 
Completion of University, Bachelor's Leve) 


N 
oa 
~-~s—s = YF = = 


Post-Graduate 
Other 


Store Qrigin 

Toronto Eaton Centre 
Scarborough Town Centre 
Yorkdale 


Brapalea 
Sherway Gardens 


Garment End Use 


Worn by nyself 


NN @= = @ 
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Worn by a member of xy fasily = 
A gift for a wember of my faaily se = 


A gift for a friend x = 
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In response to questionnaire item 5, there appear to be few differences except 
individuals of Peron ectccien and "other" education expect garment wear of 3 days 
per week; individuals of some secondary education and post-graduate educations expect 
garment wear of 12 months per year; and, individuals of non-university training expect 
garment wear of 2 years. In response to the remaining questionnaire items, the greatest 
variance in means for those who differ by education, however, appear in the responses 
to questionnaire items 8 and 10. In response to questionnaire item 8, the means range 
from 1.68, reported by individuals of post-graduate education, to 2.70, reported by 
individuals of non-university (technical) training. In response to questionnaire item 10, the 
means range from 3.13, reported by individuals of other educational training, to 4.00, 
reported by individuals of both elementary and some secondary educations (Table L4). 

In response to questionnaire item 5, there appear to be no major differences in 
garment wear expectations for those who vary on store (branch) of purchase origin. In 
response to the remaining questionnaire items, the greatest variances in expectations of 
quality for those who vary on store (branch) of purchase origin, appear in response to 
questionnaire item 10 (Table L5). 

For those who vary on garment end use, modes were unavailable for 
questionnaire item 5; and eta values were unavailable for the remaining questionnaire items. 
Comparisons, therefore, for those who vary on garment end use will be based on means. 
The greatest variances in means are noted in response to questionnaire item 14. The 
means range from 1.00, reported by individuals of “other” end use, to 3.93, reported by 
individuals who purchased the item as a gift for a member of the family (Table L6). 

Modes for each category of garment price were calculated. These findings are 
presented in Table 40. For garment prices, there appear to be similarities in expectation 
across all price ranges, and between originally priced and sale priced merchandise. 

Modes for each category of garment type were calculated. Findings appear in 
Table 41. Similarities are noted in modes for each type of garment purchased in response 
to each questionnaire item. 

Findings indicate individuals who made gift purchases for a member of the family 
expected quality of designer label merchandise; otherwise. similarities in quality 


expectations were noted among purchaser's of children’s wear, for each independent 
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V. INTERPRETATION AND DISCUSSION OF FINDINGS 


The findings outlined in Chapter !V will be discussed in this chapter with reference to the 


objectives of the study and to related literature. 


A. Survey Response and Respondents 

The respondents to the survey match the demographic profile of department store 
shoppers offered by Crask and Reynolds (1978). Although the respondents were not 
necessarily younger than the “average”, the majority were under 38 years of age; and 
appear to be well educated. Most respondents were members of a family with two 
parental figures and children present within the home; however, many respondents from 
the misses’ sportswear department were single, working women. Although income and 
occupation information was not collected, findings revealed a large number of 
non-working respondents. 

Results confirm the Laperle (1983) description of the typical Eaton's client. The 
misses’ sportswear shoppers were 25 years and older; and were comprised of working 
and non-working women. The children’s wear shoppers were mostly non-working 
women; and findings indicated a high incidence of multiple item purchases from this 
department. 

The response rates to the survey questionnaire, per department, were nearly 
identical. This suggests either a similar concern for quality between the two types of 
department clientele, or an equal propensity to participate in surveys. Higher response 


rates from the suburban stores were anticipated and confirmed by the findings. 


B. Definitions of Quality 

The first objective was to determine how consumers define quality. With a topic 
as complex as quality, it would be naive to expect comprehensive consumer definitions 
froma single study. The study, therefore, was intended merely to glean information from 
the consumer which might indicate commonalities or trends in definitions among the 
group. Slight differences in the definition of quality did appear between the children's 


wear respondent and the misses’ sportswear respondent. The children's wear 
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respondents tended to associate quality with durability and hand~me—downs, whereas the 
misses’ sportswear respondents tended to associate quality more with garment 
uniqueness, garment construction, fibre content, and classic style. In the past, purchasers 
of children's wear were sterotyped as typically looking for durable clothing; and findings 
suggest there is some truth to this notion. The Bowen (1982) prediction of increased 
popularity of fashionable apparel for children, therefore, may require more time before 
there is widespread consumer acceptance, unless the fashionable apparel is also durable. 

The misses’ sportswear respondents defined quality through a number of aesthetic 
criteria: fibre content (i.e. natural fibres), style, and uniqueness. No doubt the role of 
fashion in our society has heightened this aesthetic awareness within the sportswear 
purchasers; however, within the findings, there was a noticeable lack of association 
between brand names and quality, designer labels and quality, and fashionability and quality. 

Although the children's wear respondents included the term “durability” in their 
definition of quality, the total group did not confirm this association. Instead, the average 
respondent agreed to the following definitions of quality: garments will be neatly finished, 
garment seams will not fall apart, garments will survive washing or cleaning, and garments 
will not change color. The total group also included standard sizing in their definition of 
quality. The average definitions of quality might be divided into three, broad categories: 
construction (including dyefastness), performance (including wear and care), and sizing. As 
these appear to be major quality concerns, it stands to reason they are also the major 
apparel complaint areas cited by Claxton and Ritchie (1979), Kuzik (1979), Labarthe (1954), 
Sproles and Geistfeld (1978), and Steiniger and Dardis (197 1). 

It is curious that consumers are concerned about garment wear and care; and yet 
do not associate performance properties and quality with the term durability. It is possible 
differences in consumer definitions of durability and quality may not have been accurately 
understood by the industry in the past. If this Is the case, then renewed communications 
on the topic of quality and durability are essential between consumers, retailers, and 


manufacturers. These findings support the arguments of Harrison (1980) and Myers 
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C. Importance of Quality 

The second objective was to examine the importance of quality to the consumer 
of selected ready-to-wear apparel. Surprisingly, the average respondent admitted buying 
apparel items for reasons other than quality. Price and color were most frequently cited 
as the deciding factor in favor of an immediate purchase. Although this does not 
necessarily indicate low importance of quality to the consumer during apparel purchases, it 
does suggest that quality was not a prime decision factor in the purchase of that particular 
item. Similarly, this also suggests that the importance of quality as a prime decision factor 
likely varies depending on the circumstance; however, if consumers are not consistent 
with the importance they place upon quality, then it is not surprising that some 
manufacturers may take advantage of the inconsistency. 

In terms of importance, respondents indicated they were not more concerned with 
the style than the fit of a garment. This does not mean that fit is more important; however, 
it does indicate that when it comes to fashionable or stylish apparel, the consumer will be 
just as concerned with the fit. 

Respondents also indicated that garment ease—of-care was not more important 
than garment durability. Although their initial definitions of quality included garment care, 
they did not indicate ease-of—care as an evaluative criterion. In this case, findings suggest 
that consumers look more favorably upon durable garments, and are not overly concerned 
with the ease-of—care. Consumers did associate quality and ease-of-care in the general 
definition of quality; however, durability would appear to be the more important criterion 
of the two. 

Findings indicate respondents made purchases based on, among other things, price; 
but at the same time, the average consumer did not indicate the importance of price over 
quality, nor the importance of quality over price. It is possible that price and quality are of 
equal importance to the consumer, or that one criterion may preclude the other in 
importance, depending on the purchase. Laperle (1983) suggested Eaton's clients are 
value/price oriented. Findings support this observation, and are in keeping with Jolson and 
Spath (1973) and Martin (1972), who found that price/value relationships and price ranked 


top-—most as determinants for store patronage and purchases. 


tn out ai? 
i s8e7¢0e; BQO GTS 
@ ined rd toe® SOEs DUE 
HVRA ADIEQTO 4794 @ 


ngiie im % eon 


Brr0e 05 19°02 


it eT ere5 2 et Seow FONE r hermes arene he aera es 
sane Picedien ai srenrags tag ae 
ie seagate CV fens enna hae 
1) @@ (ie 
ee epae.@ 4 oye ans ge imag, Se? . ace ame 
5 oie elo) <0 pita BOG ve indie Uke (pee 
syeqpenesaest PSA neS Bt ee he 
oy - <3 owt od WR ‘oun aden nis oh ule) ale latatlaastieatinnd 
dre, ON OS hoes One tienes BP Cet. > aon toenee art tee 
wh: sane mera td {on ‘shee ulin we ned ete a 
=a é = ove ae 
esi. SRNR Crees Parents 2 Crrdige. coe! wee igentnl. 
ona iaVnregee Salieiicndie theo mena we se arman clashes ‘a 
ee ee Penihpeuis Jijie= oo (onnogrl vo. 
PM <) wrereinn 8 OF 


ion aaa i’ STi ati @ SV 
ge maser wea 


9 


pl, Teme i> @fr) AEN eM 


se ere be Mas areas pve 


122 


In terms of the importance of price over quality, results are in direct conflict with 
the results of Eggertson (1982). Participants in the Eggertson study stated quality is more 
important than price. It is possible that differences in the sample and the theme of the 
studies account for the discrepancies. 

In most cases, similarities in mean response and frequencies were noted between 
children’s wear and misses’ sportswear respondents, with the exception of consumer 
responses to fashionability versus garment wear life. Although some respondents 
indicated having garments which they don't wear because they are no longer in fashion, the 
average misses’ sportswear respondent disagreed, while the children’s wear respondents 
neither agreed nor disagreed to the statement. The children’s wear respondents may or 
may not have been responding in terms of their personal wardrobes, this is difficult to 
determine. There are several plausible explanations for the variance in responses. In terms 
of children’s wear, children outgrow apparel quickly; therefore, garments are not likely to 
“collect” in the wardrobe as they might for the average adult. If children’s clothes still have 
wear in them, they are set aside for "a rainy day” or used as hand-me-downs. Interest in 
hand-me-downs was expressed by the children’s wear respondents through their 
definitions of quality. Misses’ sportswear respondents, on the other hand, maintain that all 
garments in their wardrobe are in use. For sportswear respondents, this suggests one of 
the following: (a) garments have such a short wear life, they rarely last from one season to 
the other: (b) consumers really aren't tied to fashion as closely as believed; (c) Eaton's 
misses’ sportswear consumers are not overly concerned with fashion; and (d) consumers 
more frequently purchase "classic" apparel which do not appear to be out of fashion. 
Consumers possibly shop and pay for "quality" apparel (i.e long lasting and well 
constructed): believe that the apparel should last across many fashion seasons; and wear 
their purchases, regardless of fashionability. 

Price and color were cited as important determinants during a specific purchase; 
but, in general, durability, quality, price, and ease-of-care appear to be important decision 
factors. Children’s wear respondents indicated the importance of durability and price as 
decision criteria; and misses’ sportswear respondents indicated the importance of quality 


as a decision criterion. 
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D. Perceptions of Quality 

The third objective was to examine consumers perceptions of ready-to-wear 
apparel quality. Respondents did not agree nor disagree on their ability to find good quality 
garments from most retail stores; however, they did agree that quality is not universally 
substandard. The respondents also indicated that not all department stores Carry the same 
quality of merchandise. Consumer perceptions of poor quality merchandise have been 
reported in recent studies (Binstock, 1981; Kuzik, 1979; Miller, 1978; and Reich, 1980); 
therefore, it is possible consumers’ perceptions of quality lie between good and 
substandard. Not surprisingly, most consumers assigned medium quality ratings to their 
purchases; however, there were many respondents who assigned low quality ratings to 
their purchases. The latter phenomenon was considered a surprise and prompts several 
questions. First, when a retailer has a quality control bureau, why should consumers still 
perceive low quality garments, and second, for what reason(s) will individuals settle for, 
and purchase, low quality merchandise? The latter question is in accordance with research 
ideas proposed by Peach (1980). 

The fact that consumers perceive a difference in quality between departments 
stores is a good reason for stores to emphasize their quality control programs, if they 
have them. Findings indicate consumers realize that stores are not all the same in terms of 
their merchandise quality. If consumers perceive better value/quality from one store over 
the other, and become aware of quality policies, then it is possible that purchase 
satisfaction/loyalty may ensue. This interpretation supports the findings of Olshavsky and 
Miller (1972). 

Findings indicate the average consumer does not perceive having to pay more for 
quality items; however, of particular interest were the increased perceptions of quality 
noted for sale priced merchandise. It Is possible that: (a) the effects of bargain/value 
relationships resulted in an increase of quality perceptions; (b) individuals wait for quality 
merchandise to go on sale; or (c) consumers rationalize their sale priced purchases as 
"quality" items. For regular priced merchandise, however, it is likely that quality, price, 
value, and durability are traded off with each apparel purchase, depending on needs, 


desires, and special criteria 
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In general, consumers perceived merchandise to be of mediocre quality. 
Consumers perceived differences in merchandise quality among retail stores and appear 


to base these perceptions on price/value relationships. 


E. Expectations of Quality 

The fourth objective was to examine consumer's expectations of quality. 
Expectations of garment wear life, pertaining to the immediate purchase compared 
favorably with standards suggested by the National Institute of Drycleaners (Lyle, 1977). 
Most purchase items were expected to be worn 1 to 2 days per week, 6 months per year, 
for approximately 2 years. Wear life expectations were not greatly exaggerated as 
Anderson and Jolson (1973), Horn (1975), and Sproles and Geistfeld (1978) had predicted. 
The average respondent expects to wear apparel for along time. “Long time’ was not 
defined: however, if garments are worn according to the anticipated wear life outlined by 
responses to questionnaire item 5, then expectations are not viewed as unreasonable. The 
statement on fashion trends and long wear life suggests that consumers expect durable 
products, regardless of fashionability; and intend to wear their purchases past the date of 
fashion obsolescence. It is also possible they purchase items of classic style which are 
not perceived as being out of date. Garment construction and performance properties, 
therefore, should be consistent primarily because consumers expect to wear their 
purchases for a long time. 

Respondents did not agree to, but neither did they deny, expecting to pay more for 
durable products. This suggests that price is important to consumers, and underlines the 
internal conflict which likely arises when desire for quality is superceded by budget 
limitations. For those who may not be restrained by budget, it is possible they do pay for 
quality, regardless of price as suggested by Nightingale ESIEM 

According to the average response, consumers do not appear to have 
preconceived expectations for merchandise with designer labels. These results are 
surprising, especially considering the volume of research devoted to brand name 
associations and consumer loyalty. It is possible that, with the exception of (teen) jeans 
and athletic wear, consumer brand loyality may be more pronounced with hard goods such 


as acoustic equipment, automobiles, and assorted appliances, rather than with soft goods 
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and apparel. Perhaps designer labels were unimportant to the respondents of the survey, 

or to Eaton's clientele in general. Expectations of designer label quality in apparel may not 
have been salient values for this group as they might be for clients of specialty stores, for 
example. 

Another important finding, and relevant to the average retailer, was the lack of a 
firm consumer expectation that most retailers have quality standards for their apparel. Itis 
possible that consumers have not given apparel quality standards much consideration in the 
past, and therefore are unsure of their existence. As price/quality values were found to 
be important decision criteria for the average Consumer, it would likely be to the retailer's 
advantage to advertise the existence of quality standards. If a store is known to offer 
value (Laperle, 1983), and have a quality control program, then the quality of the 
merchandise should be emphasized. These results support the findings of Olshavsky and 
Miller (1972). 

The average consumer expects garment dimensional stability upon purchase. 
These findings contradict Booth (196 1) and lend credence to the high incidence of 
shrinkage complaints found by Sproles and Geistfeld (1978) and Steiniger and Dardis 
(1971). Consumer interest in garment stability is likely a prime reason for the success of 
some retailers who guarantee their sizing and apparel! performance (Harris, 1982). 
Consumer expectations of garment dimensional stability likely accounts for stated 
importance of standard sizing indicated by responses to questionnaire item 24(s). Findings 
indicate a slight difference in responses to the dimensional stability question between 
children’s wear and misses’ sportswear respondents. It was found children’s wear 
respondents expected garment shrinkage more frequently. Furthermore, children's wear 
respondents most frequently indicated standard sizing as a quality criterion. It is possible, 
therefore, problems with children's apparel, in sizing and dimensional stability (shrinkage), 
prevail. 

Expectations of quality were not greatly exaggerated. Neither price not designer 
labels appeared to play a major role in consumer expectations. Consumers indicated a 


degree of uncertainty pertaining to the role of retailers and apparel quality. 
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F. Comparison of Ladies’ Sportswear and Children’s Wear Consumers 

The fifth objective was to compare purchasers of ladies sportswear and 
purchasers of children’s wear in each of the following areas: (a) the importance of quality, 
(b) perceptions of quality; and (c) expectations of quality. 

Few differences were found between sportswear purchasers and children’s wear 
purchasers. For importance, misses’ sportswear purchasers are slightly more concerned 
with garment quality as opposed to price. This interpretation is in accordance with Eaton's 
description of the price sensitive children's wear consumer (Laperle, 1983); and also is in 
keeping with the higher incidence of non-working individuals who made purchases from 
the children’s wear department, and responded to the survey. 

In terms of quality expectations, children’s wear respondents appear more 
concerned with garment stability and standard sizing. In general, however, there are few 
indications of major differences in quality expectations between purchasers of children's 


wear and purchasers of misses sportswear. 


G. Factors Affecting Expectations and Perceptions of Garment Quality, and the 
Relative Importance of Quality to Consumers 

Ths sixth objective was to examine factors which may affect consumers’ 
expectations and perceptions of garment quality during the purchase process. 

Findings indicate individuals 60 years and over were more apt to expect quality 
from garments, and were more likely to expect quality from (designer) label apparel. This 
suggests that either, (a) younger consumers have low quality expectations, or (b) older 
individuals have unrealistic quality expectations. It is doubtful that either are true. Through 
time, older consumers have likely developed extensive decision standards and criteria, of 
which quality plays a key role. 

lt was found that quality was more important to the single respondent. Ideally, one 
might surmise that families with children would look for quality merchandise; however, it 
appears they search for durable apparel! which, according to them, is something different 
than quality. It is possible that price and quality play a role in these findings. Perhaps single 
individuals have the extra funds to purchase perceived quality; and with their lifestyle, 


quality is more important. 
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One of the more surprising results was found with the variable employment status. 
Although the average consumer stated that quality and ease—of-—care were two important 
purchase criteria, employed individuals did not indicate this. Ease-of-—care was somewhat 
less important to the employed individual. There are several possible explanations for this 
phenomenon. It is possible that ease-of—care was more important to homemakers with 
families, and this merely highlighted any differences in opinion. On the other hand, with the 
perceived growth of the dry-cleaning industry, one wonders whether employed 
individuals expect to have their cleaning done for them. 

Although the differences were slight, findings indicate with increased education, 
perceptions of quality decrease. Perhaps education similarly decreases satisfaction with 
quality. This would contradict the findings of Lowe (1979). Does education affect 
judgements of merchandise quality, and is there a need for consumer education programs? 

Findings indicated respondents perceived quality merchandise more often from 
goods purchased at the suburban stores as opposed to purchases from the downtown 
store. This suggests that more fashionable items with middle to high price tags are not 
perceived as quality merchandise, whereas, the price/value associations with quality are 
more prevalent with suburban shoppers. These findings confirm the descriptions offered 
by Laperle (1983). 

Of particular interest were findings which indicated consumers more frequently 
sought durable and quality items for gift purchases. In fact, durability was more important 
than ease-of-—care for gift purchases. It was important the gift should last; however, care 
was not an important feature. The gift “giver” perceives purchased gift items as quality, 
especially if purchased from a certain store or branch. These findings are likely due to the 
social importance attached to brand names and quality, in terms of gift giving. 

Consumers perceived increased quality when garments were purchased at sale 
prices. It is possible that the psychological impression of getting more for less, causes an 
increase in quality perceptions. It would be interesting to see if consumers would have 
assigned high quality ratings to the same items if they had purchased them for the original 


price. As numerous studies have found, there are strong associations between price and 


quality. 
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Overall, quality appeared to be more important to the single respondent; and 
individuals age 60 and over expected quality more often from designer labels. 
Ease-of-—care appeared less important to the employed individual; and with increased 


education, perceptions of quality seem to decrease. 
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VI. SUMMARY AND RECOMMENDATIONS 


The purpose of this study was to explore consumer perceptions and expectations 
of the quality of selected ready-to-wear apparel, and to investigate various factors which 
might affect consumers’ perceptions and expectations of ready-to-wear apparel! quality 
during the purchase decision-process. In addition, the study was to examine consumer 
definitions of ready-to-wear apparel quality, and the importance of this quality to 
individual consumers. 

The EKB model of consumer behavior (Engel and Blackwell, 1982) provided the 
conceptual framework for the study. The high-involvement decision process was the 
main focus, with particular emphasis on alternative Aicivaiter and evaluative criteria. 

The T. Eaton Co. was selected for the study, and two depatments: children’s wear 
and misses’ sportswear, were the focus. Five of the major metropolitan Toronto Eaton's 
stores were selected to ensure a diverse sampling of downtown shoppers, visitors, and 
suburban shoppers. A self-administered questionnaire, to be distributed at the 
point-of-sale, was developed to obtain information from Eaton's children’s wear and 
misses’ sportswear clientele, on ready-to-wear apparel quality. 

The initial survey distribution size was set at 2,500; but after distribution during 
one business week in August of 1982, 2,382 survey questionnaires were distributed and 
448 were returned by mail. The majority of respondents were female, with an equal 
response frequency from both the children’s wear and misses’ sportswear departments. 
Most of the respondents were under 38 years of age, were well educated, and were 
members of families with two parents and children present within the home. 

The average respondent defined apparel quality with the following statements: 
garments will wear for along time; garments will not shrink nor stretch; garments will be 
neatly finished; garment seams will not fall apart; garments will survive washing or 
cleaning; and, garments will not change color. They also stated that standard sizing was a 
quality criterion. Children's wear respondents tended to define quality more in terms of 
durability, whereas misses sportswear respondents tended to define quality in terms of 


garment uniqueness, construction, fibre content, and classic style. 
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For importance of quality, price and color were cited as major determinants during 
a specific purchase; however in general, durability, quality, price, and ease-of-—care appear 
to be important decision factors. Children’s wear respondents, again, indicated the 
importance of durability and price, whereas misses sportswear respondents indicated the 
importance of quality to 4 purchase. 

For perceptions of quality, most respondents assigned medium quality ratings to 
their specific purchases. They do not perceive merchandise quality as substandard in 
general; but, neither did they indicate the ability to find good quality merchandise from 
most stores. Perceptions of quality appear to be mediocre, neither good nor bad. 
Consumers do, however, perceive a difference in quality among retail stores and appear 
to base their perceptions on price/value relationships. 

Expectations of quality, in terms of garment wear life, were not greatly 
exaggerated. The average respondents expected to wear their purchases 1 to 2 days per 
week, 6 months per year, for approximately 2 to 3 years. Designer labels carried few 
quality expectations. There appeared to be some degree of consumer uncertainty 
concerning the role of retailers in the area of quality control and apparel standards. 
Children’s wear respondents expected garments to shrink, whereas misses sportswear 
respondents do not expect this of their purchases. 

For factors which might affect consumers’ perceptions and expectations of 
quality, quality appeared to be more important to the single respondent; and individuals age 
60 and over expected quality more often from designer label merchandise. Ease-of-—care 
was less important to the employed respondent; and with increased education, 
perceptions of quality seem to decrease. 

Quality merchandise was perceived more often by suburban store respondents. 
Individuals who bought gifts thought of them more often as durable and of high quality. In 
addition, merchandise which was purchased on sale was often perceived as having greater 


quality than that purchased at regular price. 


Recommendations for Retailers 
Findings indicated price/quality values were important decision criteria for the 


average Eaton's client. Findings also suggest that consumers perceived a difference in 
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merchandise quality among retailers and yet appeared to be unsure whether most retailers 
have quality standards for their apparel. lf price and quality are important to the average 
consumer, and a store is known to offer good value, then it would be advantageous to 
place greater advertising emphasis on its apparel quality control program. 

Garment durability and sizing were important to the purchasers of children’s wear. 
in addition, garment shrinkage was anticipated by purchasers of children’s wear. Although 
apparel satisfaction/dissatisfaction was not covered by this study, it is possible that 
consumers are still dissatisfied and that retailers need to further investigate the durability, 


standard sizing, and dimensional stability of children’s apparel. 


Recommendations for Further Research 
As this study was exploratory in nature, further research in the following areas Is 

recommended: 

1. Exploration of consumers’ definitions of durability. 

vas Consumers’ perceptions and expectations of quality over a variety of department 
and specialty stores. 

3. Consumers’ perceptions and expectations of quality pertaining to a controlled set of 
garments (approximately 1 to 5 in total), representing a variety of apparel from work 
to leisure clothing. 


4. Consumer awareness of appare! quality control programs. 
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Introductory and Follow-Up Letters 


ei OINES 


Inter office memorandum 


H. Woit 
Ko Wright dote June 30, 1982 
Libbie Jennings office dept. Communications 


Department 


file no. 


The Company has agreed to support the research e‘forts of 
Barbara Clark, an M.B.A student employed for the summer in 
our Research Bureau. 


Barbara is researching consumer attitudes on quality and has a 
survey she would like to distribute in early July, for test 
purposes, and in late August, in the children's wear and ladies 
sportswear departments. 


We will supply quantities of the survey - in July, totalling 25, 
in August, enough to get a representative sample - and request 
your support by having the surveys distributed at one or two 
registers in your respective departments, to customers who make 
a purchase. 


The material includes a survey form, covering letter and a 
postage paid envelope. 


Your assistance is appreciated. 


E.A. Jennings 
Internal Communications Supervisor 
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Appendix A. -- Continued 


Subysect 


Inter Office Memorandum 


SEE DISTRIBUTION LIST ae August 4, 1982 
B. Clark 


CONSUMER SURVEY 


Within the past several months, I have been working closely 
with Eaton's marketing and communications departments on a 
project developed for my thesis. Although presently employed 
at Eaton's Product Research Bureau, I am an MSc (Clothing and 
Textiles) student from the University of Alberta and my 
research interests focus on consumer behavior and the quality 
of ready-to-wear apparel. My thesis project involves a survey 
which has been especially designed to gain insight into 
consumers’ expectations and perceptions of garment quality. 


Children's wear and misses‘ sportswear have been selected as 
target departments for the survey. Prior to the dates 
tentatively set for distribution (the week of August 16 - 21), 
250 surveys will be delivered to the children's wear and 
misses' sportswear departments. The survey materials, which 
include a survey form, covering letter, and postage paid 
envelope, are to be distributed at the point of sale from one 
or two registers in the respective departments. Only customers 
who make a purchase are to receive a copy of the survey. 


The success of the survey may depend upon the method of 
distribution. In order to spark customer interest, the 
salesclerks should offer a few encouraging words about the 
survey: After the final distribution date (August 21), all 
undistributed surveys or any completed surveys left with the 
departments, should be forwarded to me at the Research Bureau. 


I will contact your departments as soon as the distribution 


dates have been confirmed. In the meantime, should you have any 
questions, I can be reached at the Research Bureau (phone: 


744-2111, extension 375). 


Thanking you in advance for your assistance. 


Peel (Cae 


B. Clark 
B. Ed. (Home Economics) 
M.Sc. Candidate (Clothing & Textiles) 
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Appendix A. -- Continued 


Inter OfficeMemorandum 


Tus SEE DISTRIBUTION LIST Dae September 1, 1982 
Proven BeeGlairk 


Subpart CONSUMER SURVEY 


May I take this opportunity to thank you and your staff for 
all the help and support in distributing the consumer surveys 
for my thesis project. I had suspected distribution would 
play a key role in the ultimate success of the study; and 
judging from the already. overwhelming number of returns, 

I can safely say your efforts have been extremely valuable 


and effective. 


Many thanks to one and all! 


Sincerely, 


Ty Gin 


B.Clark 
B.Ed. (Home Economics) 
M.Sc. Candidate (Clothing & Textiles) 


As a reminder: The final survey distribution date was August 21. 
for those of you who have not already done so, please forward 


all undistributed surveys to me at the research bureau. Thanks 


again. 
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Appendix B. 


Survey Questionnaire: Misses' Sportswear 


EATON'S 


Dear Eaton's Customer, 


We invite you to participate in a consumer study: The 
Study has been designed by a graduate student for the 
completion of a master's degree (thesis) project, and 

has been fully endorsed by Eaton's. As a participant, 
you will be providing us with valuable information 
concerning your needs and attitudes toward apparel 
purchases. All responses should be completely anonymous, 
and rest assured, the information will be held in strict 


confidence. 


Please complete and return the questionnaire promptly. 
Fold the questionnaire and place it in the pre-addressed, 
postage-paid envelope provided, then drop the envelope 


into a convenient mail box. 


Your participation is greatly appreciated! 
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Appendix B. -- Continued 


CONSUMER OPINION SURVEY OF MISSES *SPORTSWEAR 


0336 


SECTION A 


This section contains questions about the item(s) which you have just 


purchased from the Misses’ Sportswear department at Eaton's. 


In most 


instances a check (vw) or a short answer will be sufficient. 


l. 


Number of garments purchased from the Misses’ Sportswear department: 


How many of the following items did you purchase from the 
Misses’ Sportswear department? 


shorts/culottes blouse/shirt swimwear 

dress slacks/trousers cardiaan/ T-Shirts/tops 
pullover sweater 

jacket/blazer dress track/sweat suit 

skirt suit casual jeans/cords 


other (please 
specify) 


The garment(s) purchased will be: 


worn by myself a gift for a friend 


worn by a member of my family other (please specify) 


a gift for a member of my family 


For each garment purchased, what was the original price? If you 
bought the item on sale, also indicate the sale price. 
GARMENT ORIGINAL PRICE SALE PRICE 
a) $ $ 
b) $ $ 
c) $ $ 


For each garment purchased, estimate the number of days in one 
week, and the number of months out of one year that you expect the 
item(s) will be worn. Also estimate the number of years you expect 


the item(s) to last. 
ESTIMATED NUMBER OF WEARINGS 
Months out 


ESTIMATED LENGTH 
OF LIFE (IN YEARS) 


Days per one 


GARMENT week (1-7) of one year 
a) days months years 
b) days months years 
c) days months years 


How would you rate the quality of the garment(s) you just purchased? 


GARMENT RATING 
a) pe LOW, _ medium high 
b) NN medium high 
c) ___—ilow medium high 
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Appendix B. -- Continued 


SECTION B 


This section contains statements on clothing and retail stores. For 
cach statement, please indicate how much you agree or disagree with 
the statement. For example, circle "1" if you strongly disagree with 
a statement; “2° if you disagree with a statement, eng so On to 


“S° if you strongly agree with a statement. 
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7. I decided to buy the garment(s) today 
because: 
a) the garment(s) was(were) fashionable l 2 3 4 b) 
b) the price(s) was(were) agreeable 1 2 3 4 5 
c) I liked the colour(s) 1 2 3 4 ) 
d) the garment(s) is(are) well made 1 2 3 4 5 
e) the garment(s) is(are) easy-to-care for 1 23 3 4 s 
f) I usually buy this brand 1 2 3 4 b] 
g) the quality of the garment(s) is good 1 2 3 4 5 
h) I'm familiar with the fibre content 1 2 3 4 5 
4) other (please specify) 1 2 3 4 5 
8. Due to changing fashion trends and styles, 1 2 3 4 5 
I do not expect to wear my clothing 
purchases for a long time. 
9. QI am more concerned in style than fit. 1 2 3 4 5 
10. If I want a durable garment, I expect to 1 2 3 4 5 
have to pay more for it. 
ll. The ease-of-care of a garment is more 1 2 3 4 $ 
important than its durability. 
12. Garment quality is more important than 1 2 3 4 5 
price. 
13. I still have garments in my wardrobe that 1 2 3 4 5 
are perfectly good, but I won't wear then 
because they are out of fashion. 
14. If I were to purchase a garment with a 1 2 3 4 b 
designer label, then I would expect a 
garment of superior quality. 
15. I am able to find good quality garments 1 2 3 4 5 
from most retail stores. 
16. A good word to describe the quality of 1 2 3 4 b) 
garments on today's market is 
"substandard". 
17. I can tell the quality of a garment by 1 2 3 4 s 
touching it. 
18. These days, if you want a better quality 1 C4 3 4 5 
garment, you have to pay more for it. 
19. I believe that most retailers have certain 1 2 3 4 > 


standards of quality for their garments. 
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Appendix B. -- Continued 


20. 


Zils 


hare 


23. 


24. 


Garment quality is more important than 
ease-of-care. 


I usually purchase garments that are 
somewhat too big as I always expect 
them to shrink to some extent. 


In terms of their merchandise quality, 
all department stores are the same. 


“Garment durability” and “garment quality” 
mean the same thing. 


To me, quality means: 


a) a garment will be expensive 

b) a garment will wear for a long time 

c) a garment will be easy to care for 

d) a garment will not shrink nor stretch 

e) a garment will be neatly finished 
(i.e. no loose threads,finished seams 


f) a garment will be comfortable 

g) a garment which is ‘one of a kind‘, 
not mass produced. 

h) a garment's seams will not fall apart 

i) a garment will be made from fabrics 
of natural fibres (i.e. cotton, wool, 
linen, silk). 

j) a garment will be fashionable 

k) a garment will fit without alterations 

1) a garment will survive washing or 
cleaning 

m) a brand name 

n) a garment of classic style 

©) haute couture or high fashion 

p) a garment that will live to be a 
“hand-me-down” 

q) a garment that doesn’t change in colour 
(i.e. fade, run, bleed, rub off, etc.) 

r) a designer label 

s) other (please sqecify) 


Strongly 
Disagree 


i) 


~~ me 
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Disagree 
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Nw NN 


Neither Agree 
nor Disagree 
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Agree 
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Strongly 


Agree 
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Appendix B. -- Continued 


SECTION C 


The following questions are of a personal nature, but are important for 
Organizing the survey results. Please remember, the responses to this 
survey are anonymous and will be held in strict confidence. In most 
instances, a check (WwW) or a short answer will be sufficient. 


25. Respondent's sex: ____emale ____female 

26. Respondent's age: ____1l and under ee EHEGS 
eee 2), _s 46-52 
___-+i18 - 24 See 53-59 
eo) OS SBl _____—«60 and over 
wo RI SBE 


27. Family description: 


Single (including divorced & widowed) Couple,no children 
no children 


Single with children still at home Couple with children still 
at home 


Single with children no longer at home 
Couple with children no 


longer at home 


28. Employment Status: 
Working, full-time Non-working 


Working, part-time Other (Please specify) 


29. Which of the following best describes your highest level of education? 


elementary education some university,below bachelor’s 
level 

some secondary education completion of university, 
bachelor's level 


completion of secondary 
education/certificate post-graduate 


non-university training other (please specify) 
(i.e. technical) 


30. Have you participated in this consumer study previously? 


Yes No 


THANK YOU VERY MUCH FOR YOUR TIME AND COOPERATION: 


THIS SURVEY HAS BEEN DESIGNED BY A GRADUATE STUDENT FOR THE COMPLETION OF 
A MASTER'S DEGREE (THESIS) PROJECT, AND HAS BEEN FULLY ENDORSED BY EATON'S. 
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Appendix C. 


Survey Questionnaire: Children's Wear 


EAI@NS 


Dear Eaton's Customer, 


We invite you to participate in a consumer study! The 
Study has been designed by a graduate student for the 
completion of a master's degree (thesis) project, and 

has been fully endorsed by Eaton's. As a participant, 
you will be providing us with valuable information 
concerning your needs and attitudes toward apparel 
purchases. All responses should be completely anonymous, 


and rest assured, the information will be held in strict 


confidence. 


Please complete and return the questionnaire promptly. 
Fold the questionnaire and place it in the pre-addressed, 
postage-paid envelope provided, then drop the envelope 


into a convenient mail box. 


Your participation is greatly appreciated! 
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Appendix C. -- Continued 


CONSUMER OPINION SURVEY OF CHILDREN'S WEAR 


SECTION A 


1235 


This section contains questions about the item(s) which you have just 


purchased from the Children's Wear department at Eaton's. 


In most 


instances a check (ff) Or a short answer will be sufficient. 


bes 


Number of garments purchased from the Children's Wear department: 


How many of the following items did you purchase from the Children's 


Wear department? 
shorts/culottes 
dress slacks/trousers 


jacket/blazer 


skirt 


blouse/shirt 


cardigan/ 


pullover sweater 


dress 


suit 


The garment)s) purchased will be: 


worn by myself 


worn by a member of my family 


swimwear 


T-shirts/tops 


track/sweat suit 
Casual jeans/ 
cords 


— 


other (please 
specify) 


—E 


a gift for a friend 


a gift for a member of my family 


other (please specify) 


For each garment purchased, what was the original price? If you 
bought the item on sale, also indicate the sale price. 


GARMENT ORIGINAL PRICE SALE PRICE 
a) $ $ 
b) $ $ 
c) $ $ 


For each garment purchased, estimate the number of days in one 
week, and the number of months out of one year that you expect the 
item(s) will be worn. Also estimate the number of years you expect 


the item(s) to last. 


ESTIMATED NUMBER OF WEARINGS 


Days per one 


GARMENT week (1-7) 
a) days 
b) days 


c) days 


How would you rate the quality 


GARMENT 
a) low 
b) low 


c) low 


Months out 
of one year 


months 
months 


months 


ESTIMATED LENGTH 
OF LIFE (IN YEARS) 


years 
years 


years 


of the garment(s) you just purchased? 


RATING 


medium 


med ium 


medium 
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Appendix C. -- Continued 


SECTION B 


This section contains statements on clothing and retail stores. For 
cach statement, please indicate how much you agree or disagree with 

the statement. For example, circle "1" if you strongly disagree with 
a statement; “2° if you disagree with a statement, and so on to 

“5° if you strongly agree with a statement. 


e 
vw” 
uw wv 
loam] 
<o 
> e o 6 > 
awe o wa - 
Onmh te o-~- a 
co Lea) £a 6 cw 
oa 6 rod oe ow 
we @ e — kh I be be 
wn “ Cre} on vo 
na Qa ZuG < n< 
7. I decided to buy the garment(s) today 
because: 
a) the garment(s) was(were) fashionable l 2 3 4 s 
b) the price(s) was(were) agreeable 1 2 3 4 s 
c) I liked the colour(s) 1 2 3 4 S 
d) the garment(s) is(are) well made 1 2 3 4 > 
e) the garment(s) is(are) easy-to-care for 1 2 3 4 5 
€) I usually buy this brand ) 2 3 4 55 
g) the quality of the garment(s) is good DY 2 3 4 5 
h) I‘m familiar with the fibre content 1 2 3 4 S 
i) other (please specify) 1 2 3 4 $ 
8. Due to changing fashion trends and styles, 1 2 3 4 5 
I do not expect to wear my clothing 
pucchases for a long time. 
9. I am more concerned in style than fit. 1 2 3 4 5 
10. If I want a durable garment, I expect to 1 2 3 4 5 
have to pay more for it. 
ll. The ease-of-care of a garment is more 1 2 3 4 = 
important than its durability. 
12. Garment quality is more important than 1 2 3 4 s 
price. 
13. I still have garments in my wardrobe that 1 2 3 4 5 
are perfectly good, but I won't wear them 
because they are out of fashion. 
14. If I were to purchase a garment with a 1 2 3 4 b) 
designer label, then I would expect a 
garment of superior quality. 
15. I am able to find good quality garments 1 2 3 4 5 
from most retail stores. 
16. A good word to describe the quality of 1 2 3 4 5 
garments on today's market is 
“substandard”. 
17. I can tell the quality of a garment by 1 2 J 4 5 
touching it. 
18. These days, if you want a better quality 1 2 3 4 5 
garment, you have to pay more for it. 
19. I believe that most retailers have certain 1 2 3 4 5 


standards of quality for their garments. 
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Appendix C . -= Continued 


Zee 


23. 


24. 


Garment quality is more important than 
case-of-care. 


I usually purchase garments that are 
somewhat too big as I always expect 
them to shrink to some extent. 


In terms of their merchandise quality, 
all department stores are the same. 


“Garment durability” and “garment quality” 
mean the same thing. 


To me, quality means: 


a) 
b) 
c) 
d) 
e) 


f) 
g) 


h) 
i) 


3j) 
k) 
1) 


m) 
n) 
o) 
p) 


q) 


r) 
s) 


a@ garment will be expensive 

a garment will wear for a long time 

a garment will be easy to care for 

a garment will not shrink nor stretch 
a garment will be neatly finished 
(i.e. no loose threads,finished seams 
etc) 

a@ garment will be comfortable 

a garment which is ‘one of a kind‘, 
not mass produced. 

a garment's seams will not fall apart 
& garment will be made from fabrics 

of natural fibres (i.e. cotton, wool, 
linen, silk). 

@ garment will be fashionable 

a garment will fit without alterations 

a garment will survive washing or 

cleaning 

a brand name 

a garment of classic style 

haute couture or high fashion 

a@ garment that will live to be a 
“hand-me-down” 


a garment that doesn't change in colour 


(i.e. fade, run, bleed, rub off, etc.) 
a designer label 
other (please sqecify) 


Strongly 
Oisagree 


-— ee 


etl etal 


Disagree 


nN 


NNN 


Neither Agree 


nor Disagree 


a lee 


Agree 


~ 


~an ae 


Strongly 


Agree 
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Appendix C. -- Continued 


SECTION C 


The following questions are of a personal nature, but are important for 
Organizing the survey results. Please remember, the responses to this 
Survey ace anonymous and will be held in strict confidence. In most 
instances, a check (Ww) or a short answer will be sufficient. 


25. Respondent's sex: ____male ____ female 
26. Respondent's age: ___1l and under ae 9-45 
a NS SY a, Hee: 
a NOS 2k a BERS) 
ee er SS _____ ‘60 and over 
___32 = 38 


27. Family description: 


Single (including divorced & widowed) Couple,no children 
no children 


Single with children still at home Couple with children still 
a at home 


Single with children no longer at home 
Couple with children no 


longer at home 


28. Employment Status: 
Working, full-time Non-working 


Working, part-time Other (Please specify) 


29. Which of the following best describes your highest level of education? 


elementary education some university,below bachelor's 
level 

some secondary education completion of university, 
bachelor's level 


completion of secondary 
education/certificate post-graduate 


non-university training other (please specify) 
(i.e. technical) 


30. Have you participated in this consumer study previously? 


Yes No 


THANK YOU VERY MUCH FOR YOUR TIME AND COOPERATION: 


THIS SURVEY HAS BEEN DESIGNED BY A GRADUATE STUDENT FOR THE COMPLETION OF 
A MASTER'S DEGREE (THESIS) PROJECT, AND HAS BEEN FULLY ENDORSED BY EATON'S. 
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